chief 
n life. 
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Rough Proofs 


“Th. fetishes and furbelows of 
media selling must be laid away in 
moth balls for the duration,” says 
Gordon Cole. 

What, no more 
for space buyers? 


cocktail parties 


7, v F 


Psychologists might be interested 
in studying the reactions of the 
agency space buyer inducted into 
the Army, who finds that his first 
sergeant expects to see him with- 
out appointment. 


7, 


KMBC publishes Madeleine Car- 
roll’s picture for the benefit of 
“movie mad merchandisers,” per- 
haps overlooking the fact that your 
favorite blonde is out of circulation 
for the duration. 


om 


They used to be amazed at “The 
Perils of Pauline,’ but apparently 
they were exceedingly mild and in- 
nocuous compared with the current 
“Peril of Errol.” 


7+ @V ¥ 


Gypsy Rose Lee continues to re- 
veal all in contemporary literature, 
perhaps hoping in this way to 
maintain public interest in a form 
of entertainment rapidly becoming 
as obsolete as vaudeville. 


+ v, ¥ 


Senator Josh Lee and the rest of 
the dry politicians who are trying 
to slip over prohibition legislation 
don’t believe the boys in service are 
going to be voting in the very near 
future. 


_ a 


Bernarr Macfadden is back in the 
advertising and publishing business 
with all the zest’ of a two-year-old. 
He’s one reader of Physical Culture 
who has made the stuff work. 


7, Vv F 


Gordon Cole wants the ABC to 
audit secondary circulation of pub- 
lications. Twenty-five or thirty 
years ago this would have been a 
great break for the Police Gazette. 


7, FT ¥ 


Nujol is now featuring a gallon 
size, thus providing a service which 


centration 


Industries Will 
Decide Wartime 


DRIVE INTENSIFIED 


YOU NEED A NEW KIND OF SOAP 
FOR YOUR WAR-TIME WASHES 


Fate of Brands 


Government to Rule 
Only When Disputes 
Arise, Weiner Says 


De does Everything 


ALL 3 KINDS of Wash! 


Chicago, Oct. 22.—If a concentra- | 
tion program must be adopted in a| 
consumer goods industry, the in- 
dustry will generally be given the) 
opportunity of deciding whether | 
brand names should be maintained | 
by the nucleus plants still allowed | 
to turn out the peacetime produtt.| 
The only case in which the govern- | 
ment will make an arbitrary de-| 
cision will be in an industry which | 
cannot agree voluntarily to ban| 


brand names or to agree enti 


on their use. 


That was one of the highlights of | 


the government’s concentration pol- 
icy as unveiled here yesterday by 
Joseph L. Weiner, deputy director 
of the WPB office of civilian supply 
and chairman of WPB’s committee 
on concentration of production, who 
spoke before a luncheon meeting of 
the Chicago Association of Com- 
merce. 
(Britain’s experience with con- 
of production, as sum- 
marized by the British Information 
Services, New York, is reported 
fully on Page 38 in this issue. 
Concentration, Mr. Weiner said, is 
a solution to a problem whose other 
alternative is production levels uni- 


|formly reduced until they are no 
longer economic possibilities. The 
concentration policy, he added, 


/some will be lost. 


| the 


ought to make it easier for consum- | 


ers to change their oil after every 
1,000 miles. 


+ Y ¥ 


When the WPB sent out a bul- 
letin to newspapers asking them to 
help plug Coca-Cola’s radio pro- 
gram for war workers, the response 
was nothing short of terrific. 


>, VV F 


The Association of American 
Railroads is planning a $700,000 
izine campaign on the subject 
if passenger traffic, possibly includ- 
ing a variation of the plea, “Don’t 
shoot the piano player, he is doing 
the best he can.” 


, WV F 


The man in motion, a feature of 
the Chicago Bears’ T formation, has 


turned out to be none other than 
the Papa Bear himself, George 
Halas, who has moved right over 


nto the Navy. 


, an fe 
Vanity Fair Silk Mills has 
hanged its name to Vanity Fair 
Mill, logically assuming that under 


resent conditions the only place 
ou can find silk is in the diction- 


Copy Cus. 


st AF OE ea 
“* ce 


“takes us far away from some of the 
things we have valued in our peace- 
time economic life. The fruits of 
past enterprise are threatened and 
We are depart- 
ing from the spirit of the anti-trust 
laws and must keep in mind the 
possibility that monopolies will be 
fostered.”” This candid declaration 
seemed to reenforce the belief of 
some merchandising observers that 
wartime trend of government 
will adhere to the pattern estab- 
lished in NRA days. 

The decisive factors in concentra- 
tion are these, Mr. Weiner said: the 
production situation; the converti- 
bility of the industry or segments of 
it; the labor supply; consumption of 
transportation, power, and ware- 
house facilities. 


Stove Industry Pattern 


The stove industry was the test 
tube of the concentration plan. 
What happened, apparently, was 
this: large companies with sales of 
more than $2,000,000 were consid- 
ered easiest to turn into war plants, 
and they were ordered to convert; 


plants with smaller sales, but lo- 


cated in labor shortage areas, were * 


also ordered to convert or close; the 
balance, small producers in “loose” 
labor markets, carried on produc- 
tion and were allowed steel at the 
rate of 50 per cent for heating 
(Continued on Page 42) 
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Voice of the Advertiser 


Procter & Gamble moved its fall cam- 
paign for Duz into high gear last week 
with large-size newspaper insertions ap- 
pearing in major cities across the coun- 


try. Copy ranged from full pages to 

1,500 and 1,000-line size. The theme 

"Duz Does Everything’ has been adopted 

for all the product's advertising and a 

new angle injected by featuring ‘war- 

time washes." Compton Advertising is 
the agency... 


Pabst Brewing 
Account Shifts fo 
Warwick & Legler 


Chicago, Oct. 22.—The account of 
the Pabst Sales Company, handled 
since January, 1939, by Lord & 
Thomas, has been shifted to the 
Warwick & Legler stable, the com- 
pany revealed this week. 

The move followed a period of 
tense jockeying, with persistent 
rumors that Pabst would shortly 
name a new agency, and that a 
radio program would be underwrit- 
ten by the beer company, now that 
the networks have again opened the 
tap to beer sponsors. 

Pabst, of course, is no stranger 
to radio. In 1934, before network 
radio put up its beer ban, the com- 
pany led all brewers in the country 
in the amount spent in radio adver- 
tising. Radio’s raconteurs still dis- 
cuss Pabst’s old Ben Bernie show 
in those halcyon days, when prohi- 
bition had freshly been repealed, 
and a thirsty country welcomed 
back the beers of the pre-prohibi- 
tion era, 

A sizable, spectacular account, 
Pabst spent about $623,929 last year 
in magazines and newspapers. 

(Continued on Page 46) 


Networks Back 
NAB Handling of 


Transcription Row 


Action in State 
Courts Discussed 
as Next Move 


New York, Oct. 22.—Amid rumors 
that the ranks of broadcasters were 
beginning to crumble in their battle 
against the American Federation of 
Musicians’ transcription edict, Co- 
lumbia_ Broadcasting System and 
National Broadcasting Company 
|today went on record as_ being 
solidly behind the National Asso- 
ciation of Broadcasters. 
| Ina letter to Neville Miller, NAB 

president, Frank E. Mullen, NBC 
| Vice-president and general manager, 
declared: “We feel very strongly 
'that the matters in dispute between 


the broadcasters and the musi- 
|cians’ union are industry matters 
/and they are very appropriately 


| being handled by the trade associa- 
tion of the industry of which we 
are a member. We have confidence 
that your association is handling 
the matter in the interests of the 
industry and of the public.” 


Kesten Also Approves 

Paul W. Kesten, vice-president 
and general manager of CBS, told 
Mr. Miller: “The Columbia Broad- 
casting System, as a network, is 
not affected by the Petrillo ban, as 
it does not employ recordings on 
network programs. However, we 
have a very real interest in the mat- 
ter by reason of our ownership of 


radio stations and close relations 
with owners of other — stations 
throughout the country. Accord- 
ingly, we feel, as we believe do 


substantially all other station own- 
ers, that the activities of the Na- 
tional Association of Broadcasters 
are proper, and we have no desire 
to do anything other than to sup- 
port your position.” 

Mutual Broadcasting System said 
that the transcription issue “is 
entirely an independent — station 
matter and Mutual will be guided 


| by the interests and actions of its 


members and affiliated stations.” 
While these assurances were being 
(Continued on Page 41) 


Last Minute News Flashes 


New York, Oct. 23.—In 


Liberty Mutual Doubles 1941 Budget 


pressing 


its “Smash the Seventh Column” 


campaign during the coming year, Liberty Mutual Insurance Company 


will spend 
doubling last year’s budget. 


approximately $300,000 in 


magazines and newspapers, 


The schedule includes Business Week, For- 


tune, Life, Newsweek, Time and The Saturday Evening Post, supple- 


mented by large-sized newspaper 


Barton, Durstine & Osborn is the agency. 


insertions in major cities. Batten, 


Meredith Papers Made Bond-Issuing Agencies 


Des Moines, Ia., Oct. 23. — In 


what 


is believed to be the first such 


action affecting a publisher, Meredith Publishing Company has secured 
designation of Better Homes & Gardens and Successful Farming as of- 
ficial war bond issuing agencies, and in December issues will announce 


that readers can buy bonds by sending checks to the publisher. 


Pur- 


chase of bonds for specific commodities available after the war will be 


emphasized. 


Purex Account to BBDO San Francisco Office 


San Francisco, Oct. 23.- 


Purex Corporation, Los Angeles, maker of 


| bleach, bowl cleaner and drain opener products sold west of the Missis- 


sippi, has placed its account with 
Durstine & Osborn. 


the local office of Batten, Barton, 


W. B. Geissinger is account executive. 


| the 


Integrated Drive On for 
Conservation of Meat 


OW! Shows Ability 
to Coordinate Effort 
in New Campaign 


Washington, D. C., Oct. 23.—Out- 
lines of the pattern the Office of 
War Information will follow in 
bringing order out of chaos on the 
domestic information front were 
visible for the first time this week, 
when 30 government agencies, sev- 
eral large industries, the forces of 
advertising, and all available media 
and merchandising channels were 
induced to cooperate in one dy- 
namic drive to curtail domestic 
meat consumption voluntarily. 

Principal credit for effecting order 
in planning the government's do- 
mestic information program belongs 
to Gardner Cowles, Jr., deputy di- 
rector of OWI, who established in 
August a board of strategy, the bu- 
reau of campaigns, staffed princi- 
pally by advertising men, and di- 
rected them to knit together the 
publicity efforts of all war agencies. 

This bureau, headed by Ken Dyke, 
former sales promotion manager 
of the National Broadcasting Com- 
pany, will meet its first major test 
in securing compliance with a pro- 
gram calling for curtailment of pub- 
lic consumption of meat by 3% 
billion pounds annually, first by 
voluntary action, later by ration- 
ing. 

Meat Packers to Pay 

Paid advertising, financed by the 
meat packing industry through the 
American Meat Institute, will be the 
keystone of an arch of industry- 
government cooperation which will 
marshal the merchandising and 
dealer relations facilities of the 
principal food distribution trade as- 
sociations, together with the infor- 
mation, education and publicity fa- 
cilities of eight cabinet departments 
and five independent war agencies. 

Cooperation by private industry 
in the meat campaign was developed 
by the Advertising Council, under 
OWI direction, with Vernon Beatty, 
advertising manager of Swift & Co., 
serving as project director, and Leo 
Burnett, advertising agent for the 
American Meat Institute, as his as- 
sistant. 

Over-all direction of the campaign 
centers in the hands of Morse Salis- 
bury, director of information of the 
Department of Agriculture, with Dr. 
Herman S. Hettinger of the OWI 
bureau of campaigns coordinating 
the activities of the government and 
private information services. 


The advertising phases of the 
campaign will include both the 
Institute’s own copy and tie-in 


boxes, slogans, and editorial matter 
in the advertising of the meat pack- 
ers and the producers and distribu- 
tors of various substitute foods. 
Huge Supporting Cast 
Merchandising support will in- 
clude the distribution of 300,000 
dealer placards by packers’ sales- 
men, working through the National 
Livestock and Meat Board; distribu- 
tion of table cards, menu stickers, 
and posters urging voluntary com- 
pliance by those “eating out” 
through the facilities of the Ameri- 
can Hotel Association, the National 
Restaurant Association, and the rail- 
roads operating dining cars through 
Association of American Rail- 
roads; and intensive point-of-sale 
education through the National As- 
sociation of Food Chains, the Na- 
tional Association of Retail Groc- 
ers, the Cooperative Food Dis- 
tributors of America, the National 


oa eG, ob 


a JY nies i ge ; . eae me ; a ‘oan f 4 : = sist ail chase aE AF Rg 4 Rat hig gb) = 4325 ie *y ¥ K, © tn: ep - Paar Pay 5 e : ie : 5 day os i . i if . 
Ov Uy es 
ee au er 5: 
‘ © Ww ou r ys ne E 
ae ‘ A " ni 3 
= ‘ nN: iS 
a nem — 
. af - > ' i re 7 
bs z Sad vee ee Pade 
“i _ Se i Soe 
a, +i } o Ly 5) ; aS, ee " 
+10 SECOND eee 
me ; e } — ae 
, ° & a bee oes 
aoe ee o 
ee _ mm. — 
____-- oF 
— LE  ————— ———————————————————————————————————— : a 
ee | — | 7 
. 
a 
ae ; ab 
oe ipa 
ae ; 
een 
ae — 4 a 
a YQ | | ay, | 
ae wisetr ) D4 
: wer pune wuts! w ; 
a \ —~—“o— 
@r) worencen et 
‘ yt tts o ) | 
S Weta , A; | 
, ire 
a | A | ya 
pol “ese a \| r a 4' 
- == — 
Ae vy | 
- ai a raeS 
™ | oo a 
ee a 
a ag aie 3 
ioral nnsnrnnEnERSREnn RE EETRRER REET EERE Ae, = 2 ‘a 
a meg a 
ae ts ; , 
ae bi 
ee. ae 
ey cr a 
Pe 
ee , P 
f 
ee a ny 
o% 
a ages 
ee i 
Pe zr | | 
. 
mt 
a I Ae A a Ras Aaa Cc 
ee 
ee F 7 
cS rr—“C—t—S—SSSC—is ee 
ee — 
as a 
FS bdipicks 
eee i . 
a iy, | 
ee eee 
ry co, 
| PT 20 eee lll 
7 ‘neg 
ee el 
nt: : +f ae ie i Oey . ae a oe ye = i Sap aig — x eae a8 apy re ie Been ud Ke Aer - . rs Set te ‘ali 4 oe . <a * eee et eee is “ e, ms * - me 
(tee eras een me — 1. Te" a i ee a ge’ gti he Re WA A ; ~ Sg ee a Pepper me ne ae ee 2 ra, kwh SF ee ) ae + ot egg ee 
eh os xs . oa A pee ee ah ioe ee oe. alee a AAs Boe A oat ios 3 ta es eee 4 es! ae ee re 
eet ee oe ee ae Ae i ya Tica es. eae: S eames ghee Bet pegged Ame” NS ct alle ee Ea) gage. RO a ree 
sae Yaa Sigler ee 4 leg wb Pied en See oe ae . ae toe EA y, Psa gia nn ae ae ee ee 


2 


ADVERTISING AGE 


Octeber 26, 1942 


Association of Retail Meat Dealers, 
and the Super Market Institute. 
The entire government campaign 
is carried out under the authority 
and approval of the Food Require- | 
ments Committee, headed by Secre- 
tary of Agriculture Claude Wickard, 
and including representatives of the 
Army, the Navy, the State Depart- 
ment, and Lend-Lease Administra- 
tion, the Board of Economic War- 
fare, the War Production Board, 
the Office of Price Administration, 
and the Department of Agriculture. | 


Everything Coordinated 


It will be executed by the agen-| 
cies making up the Nutrition Co-| 
ordinating Committee. The De- 
partment of Agriculture, for ex-| 
ample, will prepare through its 
Agricultural Marketing Administra- 
tion leaflets and Consumers’ Guide 
articles on substitute vegetables. Its 
extension service will carry on local 
education through 800,000 neighbor- 
hood men and women leaders, one 
for each 15-20 rural families, and 
through volunteer nutrition leaders 
and the 4-H clubs. Its Farm Secur- 
ity Administration will circularize 
500,000 farm borrowers. Its bureau 
of home economics will supply 
source material for schools. 


And so through the various gov- 
ernment departments concerned goes | 


Department of Interior pushing fish} of bus and train travel, for the Office | 


cookery education, the Office of 


Civilian Defense carrying out house- | 


to-house education through its block 
leaders in urban areas, and the Of- 
fice of Defense Health and Welfare 
Services integrating the “Share the 
Meat” program with its existing 
national nutrition drive. 

The master plan prepared by 
OWI contains an analysis of the 
problem, the basic campaign appeals 
to be followed from week to week 
by every agency, a study of the or- 
ganization of the program within 
each department, and definite time- 
schedules for news releases, maga- 
zine articles, radio announcements 
and programs, talks, educational 
meetings and discussions, newsreels, 
and graphic materials. 


Other Campaigns Running 


Week-by-week on a _ blackboard 
in the bureau of campaigns head- 
quarters in the Social Security 
building a series of chalked-up 
dates is marking the programs of 
similar planning in all domestic war 
information, with the exception of 
spot news breaking in the armed 
services or the war agencies. 

Campaigns now being developed 
include manpower, for the War 
Manpower Commission; transporta- 
tion, conservation of deliveries, 


the pattern of cooperation, with the| truck conservation, and curtailment 


of Defense Transportation; gasoline 
rationing, tire purchase, and fuel 
oil conservation for OPA; rubber 
conservation, salvage, typewriter 
purchase, and fuel conversion for 
WPB; war bond sales for the Treas- 
ury; nutrition for the Defense 
Health and Welfare Services; vic- 
tory food production for the Depart- 
ment of Agriculture; civilian service 
enlistment and victory homes drive 
for the Office of Civilian Defense; 
and anti-inflation and security of 
war information for OWI. 
Grand-daddy of all the organized 
war information campaigns handled 
by the bureau, in cooperation with 
WPB’s own campaign branch, is the 
war production drive, including the 
establishment of labor-management 
committees, which brought about 
the organization of the first bureau 
of campaigns under the Office of 
Emergency Management a year ago. 


Issues Special Edition 


Caterpillar Tractor Company, 
Peoria, Ill., has prepared a special 
souvenir edition of its employe pub- 
lication, “News & Views,” which 
features the organization and ac- 
tivities of a U. S. Corps of Engi- 
neers Heavy Shop Company, spon- 
sored by Caterpillar and composed 
chiefly of Caterpillar employes from 
the Peoria plant. 
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All Advertising Direct 


Readership Data 
Due for Renewed 
Attention by ABC 


New York, Oct. 22.—Widespread 
interest was evinced here this week 
in the proposal advanced by Gordon 
E. Cole, 
Cannon Mills, and chairman of the 
Association of National Advertisers, 
that the Audit Bureau of Circula- 
tions expand its scope to include 
an evaluation of secondary circula- 
tion, and it appeared likely that the 
subject would come up soon for 
renewed consideration by the ABC 
board of directors. 

The subject became a major topic 
of conversation following the pub- 
lication of Mr. Cole’s suggestion in 
ADVERTISING AGE, and numerous 
expressions of approval were forth- 
coming from national advertisers 
and agencies. In some instances 
the complete text of Mr. Cole’s 
remarks was requested by promi- 
nent space buyers and marketing 
men who indicated a desire to ana- 
lyze the proposal further at agency 
staff meetings. 


Recall Early Opposition 


In connection with the likelihood 
of a reexamination of the problem 
by ABC, it was recalled that in 
February, 1939, P. L. Thomson, 
ABC president, went on record as 
disapproving the  organization’s 
entry into the realm of readership 
studies. 

“The ABC has always recognized 
that there were other elements 
besides circulation figures which 
have an important bearing upon a 
publication’s advertising value,” he 
declared at that time. “It has never 
sought to limit publishers’ promo- 
tion matter in this field, nor should 
it. The objectives of the ABC are 
limited in the by-laws to cover 
‘figures and facts bearing on the 
quantity, quality, distribution of 
circulation and circulation methods, 
thereby enabling quality as well as 
quantity to be established. Facts, 
without opinion, to be reported.’ ” 


Techniques Improved 


Research techniques in general 
and readership surveys in particular 
have made considerable progress 
since this ABC attitude was re- 
corded in 1939, observers pointed 
out today. Thus, the emphasis on 
“facts without opinion” might jus- 
tify a new examination of the 
matter by ABC. 

Despite the fact that there was 
no criticism voiced by either space 
buyers or advertisers of the reader- 
ship research sponsored by indi- 
vidual publishers, the consensus 
appeared to be that an impartial 
body should logically take over the 
work from this point on. 


Stillwater Worsted Mills’ 
Copy Assails ‘Life’ 
Addressing “An Open Letter to 
the Editors of Life,” by means of 
3 column by 235-line advertise- 
ments in 15 newspapers of major 
cities, Stillwater Worsted Mills, 
Harrisville, R. I., last week criti- 
cized Life for the stand it took in 
publishing an open letter to the 
| people of England. 
| The advertisement asserted that 
Life, when it speaks of the with- 


drawal of the United States from | 


| the war, does not “speak for 134,- 
000,000 Americans” nor “for those 
|}among us who have many differ- 


lences with the Roosevelt adminis- | 
agency, | 


tration.” The company’s 
Horton-Noyes Company,  Provi- 
| dence, said that no formal reply had 
| been made to the copy, but that 
|considerable comment 
| aroused. 


Reed's Starts New Show 


Jacob Reed’s Sons, Philadelphia, | 


clothing house for men and boys, is 
placing through Seberhagen, Inc., a 
|new radio program called “Flying 
\for Freedom,” consisting of a series 
| of true, dramatic episodes based on 
actual experiences of Allied flyers 
in this war. The program is broad- 
cast over KYW, Philadelphia, 

| Sunday afternoons 

}and 5:00. 


advertising manager of | 


had been | 


on 
between 4:30 


| TO ITS FRIENDS 


Kellogg Switchboard & Supply Co, 
adopted a novel means of maintaining 
contact with the trade by presenting a 
first aid kit—using Bauer & Black prod- 


ucts—to 1,000 members of the U. S. 

Independent Telephone Association whon 

they met in Chicago Oct. 15-16. The 

company's message is affixed to the tit 
top. 


Hardware Men 
Told to Tighten 
All Operations 


Chicago, Oct. 22. — Hardware 
dealers were warned to stream] ne 
their operations and prepare for a 
long period of sub-normal inven- 
tories here this week by Clifford F. 
Hood, president of American Steel 
& Wire Company, Cleveland. 

Declaring that he could see no 
possible alternative for the hard- 
ware dealers other than a quota 
system for the duration, he said, “I 
certainly don’t believe you can an- 
ticipate that the availability of cer- 
tain items will approach the re- 
quirements of your normal trade 
. .. the facts must be faced and the 
adjustments made.” 

Mr. Hood spoke before a joint 
session of the National Wholesale 
Hardware Association and the 
American Hardware Manufacturers 
Association. He told them that they 
must take new inventory of their 
methods and procedures if they are 
to stay in business. An average of 
59 cents of the consumer dollar goes 
for services of distribution and 41 
cents for processes of production, 
he said, adding that if a dealer con- 
tributed 10 cents or more of serv- 
ice, he was on the safe side—if he 
shaved that margin, he should be- 
ware of the future. 


White Calls for Foresight 


A similar warning came from 
Linford C. White, chief of the WPB 
distributors branch, who - said: 
“With the pressure for production, 
there is no place in our business for 
the man who looks at an item on 
the wholesaler’s shelves and says 
‘Tl take 10,000 of that’ on guess- 
work, when 8,000 of the item will 
probably gather dust on his own 
shelves for the duration of the 
war.” 


Armour Joins Agency 

Following two and one-half years 
service with the Canadian govern- 
ment, Stuart Armour has joined 
Cockfield, Brown & Co., Montreal 
agency. Mr. Armour formerly 
advertising manager for Canadian 
Marconi Company, Snap Comp: ny 
and Abbey’s Salt Company. 


as 


“F bought a used car advertised 
over WFDF Flint, Michigan 
I~could use one arm on the 
curves.” 
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INSTITUTIONS Magazine covers the subjects associated with the mass feeding and the mass housing of individuals 


FOR THE DURATION OF THE WAR — 

_ Magazine is being sent, without charge, to the following: ma = ; ae oe i ee 

Quartermasters in the Army © Supply Officers in the Navy in the Marines ©@ Pur- 
chasing Officers of the U. S. Maritime Commission © Purchasing Engineers of Procurement Offices © Superin- 
‘ae tendents of Veterans’ Hospitals © Purchasing Agents for Bomber Plants © Managers of Industrial Cafeterias — 

© Operators of Army Post Exchanges @ Military Schools © and others engaged in the war effort. © For | 

no further details, consult your advertising agency or write INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago, Ill. 
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INSTITUTIONS 


| 
ve YOU REAPPRAISE® ; 
Have you ceappraised, within the last few weeks, the progress which has been made bY ee 
| American industry in transforming completely t° © war-time economy ! As a manuracturet, i 
1 have you observed that there 's less and less talk about industries which are not essential to ea 
: the wat effort? 
\t you have made this eeappraisél and if you have -terpreted its full significance , =r 
_ | you have been impressed by the tact that American industry has virtually eeached 8 condition 7 
a wherein all of its activities are yital to the We" program. - P 
: A total wat effort means ° total ‘adustrial oF manufacturing effort. American in- .f 
: dustry has been transformed and now the emphasis .. on full utilization of manufacturing tacili- 5 
tT] ties ++ now the emphasis ca" be on balanced production: : 
| While American industry has been changing to 4 war-time economy, equally tar- — 
n reaching changes have been developing in advertising - -” advertising functions + * ° advertising | 7 
: media: INSTITUTIONS Magazine is proud of its contribution to its advertisers, to its readers | al 
: and to W ashingto" in its joo of converting completely to war-time economy - a 
r A eeappraisal of the media available for your advertising messages |S of vital import a 
: ance to YOU under today $ rapidly changing conditions. We sugse*t that you consult your pe 
* | advertising agency and your agency will tell you how INSTITUTIONS Magazine the only ha 
. publication . its field which, like American -adustry, has done 4 complete job of transforming a: 
i to 4 war-time basis. Your agency will tell you how the leadership of INSTITUTION? Mage i 
« | zine will continue to provide for you the ideal advertising medium both now and when the di 
il conversion to a peace-time economy is in order. Consult your advertising agency: ** a spe- — 
~ | cialist the ceappraisal of conditions and trends - « ° and your agency will help you reappralse od 
: advertising media « «° or write direct to INSTITUTIONS Magazine: - 
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Plans Completed 
for Axton-Fisher’s 
Fleetwood Brand 


King-Size Cigaret 
to Bow in Magazines 
Next Month 


New York, Oct. 21. — Heralding 
the “greatest cigaret news in 20 
years,” Axton-Fisher Tobacco Com- 
pany revealed today that the first 
national advertising campaign for 
its new Fleetwood cigaret will break | 
in magazines in mid-November. In- | 
itial distribution of the king-size, | 
popular-priced brand is being| 
rushed to retail outlets throughout 
the country, and all markets are ex- 
pected to have the cigaret by the 
time consumer copy appears. 

Backed by an advertising budget 
of about $1,000,000 for the first 
year’s promotion, Fleetwood’s 
schedule calls for four-color pages 
in Collier’s, Life and The Saturday 
Evening Post, and large-space color 
insertions in The American Weekly, 
This Week Magazine and First! 


FLEETWOOD OPENER 


/ 


PLEETWOOD 


\ cleaner. finer smoke‘ 


First consumer copy for Axton-Fisher 

Tobacco Co.'s new cigaret, Fleet- 

wood, will break in magazines next 

month, playing it up as a "cleaner, finer 
smoke.” 


Three Markets Group. 
Erickson is the agency. 
Fleetwood’s slogan, “A Cleaner, 
Finer Smoke,” keys the opening ad- 
vertisement in the campaign. ‘Fleet- 
wood represents a_ thorough-going 
effort to meet the long-felt need for 
a cleaner, finer and safer smoke,” 


'consumers will be told. 
work we used a year’s time, in- 
vested several millions, and retained 
the services of the best experts and 


scientists—leaf selectors, blenders, 
professional tasters, physicians, 
chemists and designers. We take 


pride in presenting the result—the 
first completely modern cigaret — 
and we trust it 
favor.” 

in keeping with the spirit of the 
highly competitive cigaret field, Ax- 
ton-Fisher asserts that Fleetwood’s 
cleaner smoke means less throat 
|irritation, less nicotine hangover, 
|less tar stain and more smoking 
| pleasure. 


| “Completely Modern” Smoke 
Although in 
|advances in 
cigaret 


recent years “real 
tobacco growing and 
making have been made, 


until now the combined benefits of | 
| these advances have not been avail- | 


' able to smokers in one product,” Ax- 
|ton-Fisher told the tobacco trade. 
|“Fleetwood was created to correct 


McCann- | this situation. It bids for your favor| other person”; W. Curtis Bethea, 


| simply by being a better, completely 
| modern cigaret in two broad re- 

spects: finer in modern smoking 
| quality and a cleaner smoke with 
‘less throat irritants, nicotine and 
| Staining tars.” 
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POSTER TO SPUR FLEETWOOD SALES 
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FLEETWOOD 


A cleaner. finer smoke ! 


|  Axton-Fisher Tobacco Co. will employ point-of-sale posters to build sales of ihe 


new “completely modern” 


smoke, Fleetwood cigarets. 


|development of Fleetwood were 
| Theodore Kirk, “recorded purchaser 
of more quality tobacco than any 


“credited with more_ successful 
cigaret blends than any other to- 
bacconist”; Everett Edwards and C. 
William Felton, professional tea 
tasters; Fred M. Ruess and Andrew 
J. O’Loughlin, coffee tasters; and 
Mrs. Jeanne Owen and Harold J. 
Grossman, wine tasters. 

Designer of the graceful Fleet- 
wood package was Stanford Briggs, 
who adopted an effective reddish | 
brown and gold color combination 
against a natural wood background. 
| First packages offered for sale will 

use a gold-foil inner wrapping. Ax-| 
| ton-Fisher had a supply of this foil 
'on hand and was granted permis- 
sion to use up the stock. Later the 
inner packing will be changed. 

Fleetwood’s retail price is the 
| same as Lucky Strike, Camel, Ches- 
| terfield and Old Gold. 


Anacin’s Benefax 
Is Latest Entry 
in Vitamin Field 


Jersey City, Oct. 22.—Prepara- 
tions to invade the packaged vita- 
min field with a new product under | 
the trade name of Benefax were 
completed here this week by Ana- 
cin Company, subsidiary of Ameri- 
can Home Products Company. 

Early this spring Anacin con- 
|ducted newspaper and radio tests 
for the new entry in Hartford, 
| Indianapolis and Rochester. At that 
|time Benefax was distributed in 
|tablet form, but as a result of| 
observations made during the test- 
|ing period, Benefax vitamins will 
be introduced to consumers nation- 
ally in capsule form. 

Backbone of the promotion, which | 
|}is scheduled to start the middle of 
next month, will be announcements 
on four network radio programs, 
amounting to a total of 15 shows a 
week. These will be “Romance of 
Helen Trent,” heard five times a 
week over CBS; “Easy Aces,” also 
over CBS, three times a week; “Just 
Plain Bill,” aired over NBC five 
times weekly; and John B. Hughes, 
heard over Mutual network and | 

two nights a week by| 


sponsored 
Anacin. 

In addition to the consumer pro- 
motion, a heavy campaign has been 
scheduled for medical, dental, 
nurses’ and druggists’ publications. 
Blackett - Sample - Hummert is the 
| agency. 


Shift Three CBS 
Station Executives 

W. E. Forbes, general manager of 
WCCO, Minneapolis, will become 
executive assistant to the CBS man- 
agement in New York, effective 
Nov. 9. He will be succeeded at 
WCCO by A. E. Joscelyn, manager 
of WBT, Charlotte. 

A. D. Willard, Jr., will leave 
WJSV, Washington, to become 
manager of WBT. The stations are 
all CBS-owned and managed. 


Blue Adds Two Stations 


Station WDEF, Chattanooga, will | 
become affiliated with the Blue| 
Network, effective Jan. 1. WRRF, 
Washington, N. C., has joined the 
Blue as a bonus member of the 
Southeastern Group. 
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Enriched Bread 
Wins Approval of 
Bakers’ Convention 


Chicago, Oct. 22.—The nationa 
nutrition program got another boos! 
—this time from the group whic! 
has supported it most—when_ th: 
assembled bakers of the American 
Bakers Association in conventior 
here this week voted their approva! 


|of a recommendation that all white 


bread be enriched with vitamin: 
and iron. 

Enriched bread has so far been 
the principal wheelhorse of the 
nutrition effort, and the bakers’ ap- 
proval of the action seems to indi- 
cate that enriched bread will be- 
come a permanent part of the 
American nutritional scene. The 
bakers asked that an industry com- 
mittee be appointed to work with 
government officials to assure an 
adequate supply of materials to 
maintain quality bread. 

The convention also adopted a 
resolution committing the industry 
not to ask for priority on ingredi- 
ents, machinery or manpower “to 
further selfish interests, preserve 
its prerogatives or maintain busi- 
ness as usual.” 


Krautter Named V. P. 


L. Martin Krautter has been 
vice-president and 
account executive of Stockton-West- 
Burkhardt, Cincinnati. Mr. Kraut- 
ter has been manager of advertis- 
ing and sales promotion for Crosley 
Corporation for the past two and 
one-half years. 


Citron to Pick 

Leonard J. Citron has _ been 
appointed advertising and sales pro- 
motion manager of the Pick Hotels 


| Corporation, Chicago. 


at the 3/4 mark 


3rd among all magazines in 
advertising volume, first 9 
months of °42 (P.I. figures) 


MAGAZINE PAGES 
i, Time 2,014 
2. Life 1,955 
3. Business Week 1,763 
4. Post 1,670 
5. Newsweek 1,227 
6. New Yorker 1,204 
7. Collier's 1,148 
8. Fortune 966 
9. Mademoiselle 913 
10. Vogue 834 


Good evidence that Business Week 
is proving to be “one of the mos! 
useful magazines in America today 


THE NEWS-BASE OF 
MANAGEMENT'S DECIS! ONS 
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ROM HONOLULU, a few years ago, a woman 
wrote these words to a friend. She and her husband were 
great travelers, familiar with the sights and customs of 
many lands. But now she longed to turn homeward— 
“home to my things.” 

What did she mean by “my things?” 

The furnishings of her modest apartment would have 
probably brought no more than a thousand dollars in an 
auction room. So it was not material values which called 
her from afar. No, it was the voices of other meanings 
that whispered their enchantments to her heart. 


* * * 


Her things meant happy memories . . . Her things 


meant affection. 
Her things meant beauty . . . Her things meant tran- 
quillity . . . Her things meant security. 


Her things meant orderliness . . . Her things meant 


self-expression. 
Her things were the symbols of spiritual treasures. 


And now America, in a great mass movement, is 


returning to home—and the things of home and all their 


one 
‘ 


4a 
gam wars ve 
eee 
‘ 
on 


youre oa . 
owen 


DAILY NEWS PLAZA: 400 W. Madison St., 
NEW YORK OFFICE: 9 Rockefeller Plaza 


CHICAGO 


folk 


0550 FOR 66 YEARS CHICAGO’S HOME NEWSPAPER “aoa 1p" 

» HY ITS PLACE IN THE HOME IS ONE OF Vee 
“ e >> 

RESPECT AND TRUST 


intimate significances. From this hour on we shall spend 
more time in the home. Find more pleasure in the home. 
Be more grateful for what it bestows upon us. 

Henceforth we shall live with and for the quieter 
satisfactions and enjoy the little adventures. Little ad- 
ventures, yet stirring big emotions. 

For in our home-mood the purchase of a new living 
room rug will have all the thrill of a Caribbean cruise. 
The acquisition of a new bedside table for the spare room 
as much excitement as a gala sports event that packs the 
stands. 


so * *~ 


Merchants, manufacturers, distributors — all who 
have responsibility for the maintenance of our home- 
front supply — will wisely key their advertising to the new 
home-mood now sweeping America. And, naturally, here 
in Chicago they will choose The Chicago Daily News as 
their preferred newspaper and medium of expression. 

The Daily News is Chicago’s HOME newspaper. Its 
audience is a HOME audience. Its place in the HOME 


is one of respect and trust. 


a ‘theres no place like home!” 


m John Howard Payne i 
song, Home, Sweet 


DETROIT OFFICE: 7-218 General Motors Bldg. 
SAN FRANCISCO OFFICE: Hobart Bldg. 
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WPB Advisory 
Newspaper Group 
fo Study Problems 


Shortages of Paper 
and Metal Will Get 
Most Attention 


Washington, D. C., Oct. 22.—Hope 


the complex manpower, paper, zinc 


| paper committee met with the WPB 


| 


lishing industry and the book pub- 
ishing and manufacturing industry 
were appointed last summer. 


Scrap Work Wins Praise 


_ 


| 
Most of the members of the news- 


in Washington last week to discuss | 
informally the complex problems 
arising from a contemplated 10 per 
cent horizontal cut in newsprint, 
and a projected 50 per cent cut in 
zine allotments for engravings. At 
the same time they heard Mr. Nel- 
son compliment them on a “mag- 
nificent and unprecedented” job in 


|carrying on the nationwide house- 
for rapid and orderly settlement of | 


and other operating problems facing | 


the printing and publishing indus- 
tries rose this week with the an- 
nouncement by Donald M. Nelson, 
chairman of the War Production 
Board, that a newspaper industry 
advisory committee had been 
formed. 

The committee will hold its first 
formal meeting with Mr. Nelson, 
George A. Renard, chief of the WPB 
printing and publishing branch; 
E. W. Palmer, deputy chief; and 
Arthur Wakeman, chief of the pulp 
and paper branch, on Tuesday, 
Oct. 27. 

Advisory committees to represent 
the magazine and periodical pub- 


hold salvage campaign during the 
past six weeks. 

Mr. Nelson said that the news- 
papers had done a wonderful job in 
increasing the flow of scrap to steel 
furnaces, and asked them to turn 
their attention to industrial scrap 
salvage next. 

“The whole campaign has been a 
major contribution to the war 
effort,” he said. 

At that time Mr. Nelson agreed to 
the appointment of Roy Roberts of 
the Kansas City Star as a special 
WPB newspaper coordinator. Mr. 
Roberts declined, however, in view 
of the death of Arthur B. Longan, 
president of the Star, which would 
necessitate his devoting full time to 
that paper’s operation. 


The WPB has taken unusual | 
action in calling in the newspapers, 
as consumers of newsprint, before | 
promulgating limitation orders on 
newsprint and on zinc. 

Problems to be discussed before 
any WPB orders are issued include | 
those caused by curtailed supplies | 
of copper, zinc, steel stitching wire 
and several vital chemicals, as well | 
as the growing demands of the) 
Selective Service and war indus- | 
tries. 

Also on the agenda will be the 
development of a plan for equitable 
distribution of newsprint, produc- 
tion of which may be curtailed to 
conserve manpower, transportation 
and lumber for the war effort. 
(ADVERTISING AGE, Oct. 19.) Fur- 
ther expansion of the American 
Newspaper Publishers Association’s 
own plan to conserve newsprint, 
transportation and labor will also 
be considered. Under this plan the 
newspapers reduced “returns,” lim- 
ited the number of editions and cur- 
tailed the number of free copies and 
proofs supplied to advertising agen- 
cies. 

Parallel problems of the magazine 
and periodical publishing industry 
were discussed in an industry ad- 
visory committee meeting late in 
August. Another magazine meeting 
is expected in the near future. 

Machinery for control of the dis- 


HERITAGE 


Nearly 50 per cent of the farms that make America are located in the South. 


that’s the word, Suh! 


Astumn heat! 
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The question and illustrations highlighting the vagaries of October weather build 
interest for the current newspaper “buy now" message for Super Pyro anti-freeze, 
product of U. S. Industrial Chemicals, Inc. 
tising Age Aug. 17) is to continue through December, with major emphasis on 
dailies and outdoor advertising. Tracy-Locke-Dawson, Inc., is the agency. 


The campaign (reported in Adver- 


tribution and use of pulpwood, the 
first step before newsprint and 
bookpaper controls, was established 
Tuesday when Ernest J. Kanzler, 


| 


| 
| 


| wood 


and authorizing 
controls when needed. 
Members of the newspaper indus- 
try advisory committee include E. F. 
Abels, publisher, The Outlook, Law- 
rence, Kas.; O. G. Andrews, general 
manager, The Day, New London, 
Conn.; W. G. Chandler, general 
manager of the Scripps-Howard 
newspapers; Robert Choate, 
lisher, Boston Herald-Traveler; 
Howard Davis, business manager, 


such a region a vital interpretative publication of nearly 75 years’ standing carries 


an enviable heritage .. . SOUTHERN AGRICULTURIST serves nearly a MILLION 


subscribers from Virginia to Texas. 


This heritage has given to SOUTHERN AGRICULTURIST an inside view of the eco- 


nomic and social problems of the South. And now this always vital publication takes 


on a New Vitality expressed in a 12-point editorial platform founded on the past, 


forecast for the future. 


The New Publisher of this Old Farm Paper 
Re-states His Pledge to Fight .. . 


1. For complete co-operation by all 
Americans to win the war as soon 
as possible and to secure a perma- 
nent peace. 


2. For collection and distribution 
of the tax dollar in a manner equi- 
table to agriculture; and for strict 
economy in expenditure of all pub- 
lic funds. 


3. For a system of farming that 
assures maximum year-round use of 
land, livestock, machinery and labor. 
4. To secure first-class educational 
opportunities for all rural youth. 
5. For rehabilitation of the coun- 
try church. 


Southern 


LOS ANGELES 


NASHVILLE 


6. For widespread, profitable use 
of modern equipment, and the ac- 
celeration of rural electrification. 


7. For strong active organization 
of farmers, by farmers, for farmers 
to advance the interests of agricul- 
ture, and to promote better under- 
standing and co-operation between 
agriculture, industry and labor. 


8. To encourage sound industrial 
growth in the South as an aid to 
agriculture. 


9. For a rural health program that 
will include adequate medical ser- 
vice for everyone. 


sual 


ts reed by 2 owt of every 5 
White Ferm Femilies in the Seuth 


NEW YORK 


10. To promote the work of tax- 
supported agencies, rendering ser- 
vices vital to agriculture, and to 
eliminate wasteful duplication of 
effort. 


11. For greater opportunities for 


deserving farmers to own homes. 


and other farm property; for better 
rural housing and for fair long- 
term leasing agreements between 
landlords and tenants. 


12. For an all-out aggressive pro- 
gram to give the farmer equal buy- 
ing power with other segments of 
national life. 


Prourcter O, Gamay 


President and Publisher 


Agriculturist 


CHICAGO DETROIT 


ems for evidence of Southern Agriculturist’s NEW VITALITY . . . Open the Current Issuceo— 


New York Herald Tribune; Walter 
|M. Dear, general manager, Jersey 
|City Journal and _ president of 
ANPA; F. M. Flynn, business man- 
ager of the New York Daily News, 
| which shares large Canadian pulp- 
|} wood and paper supplies with the 
Chicago Tribune; J. D. Gortatowsky, 
general manager, Hearst Corpora- 
| tion; JS Gray, publisher, Monroe 
|News, Monroe, Mich.; James L. 
'Knight, general manager, Miami 
Herald; 

Charles Manship, publisher, 
| Times & Advocate, Baton Rouge, 
|La.; J. M. North, Jr., editor, Fort 
Worth Star-Telegram; John S. Mc- 
Carrens, president, Cleveland Plain 
Dealer; Fleming Newbold, general 
manager, Washington Evening Star; 
John Potter, publisher, Argus, Rock 
Island, Ill.; Arthur Hays Sulzberger, 
| president, New York Times; Frank 
E. Tripp, general manager, Gannett 
| Newspapers, Elmira, N. Y.; S. E. 
Thomason, president and publisher, 
Chicago Times; S. R. Winch, gen- 
eral manager, Journal, Portland, 
Ore.; Norman Chandler, Los Angeles 
Times; and Charles A. Stauffer, 
Phoenix Republic. 

Additions to the committee will 
be announced after Tuesday’s meet- 
ing. 


| 
Curtiss Begins 
Scrap Campaign 


Curtiss Candy Company, Chicago, | 


has begun a campaign calling on 800 
of its salesmen in nine states 


the nation’s salvage drive. 
Slogan for the campaign is “Small 


Scraps of Metal Will Win the Big | 


Scrap.” Dealers are being supplied 
with receptacles for the collection 


of scrap metal, and with door and | 
and display| 


window streamers 
cards. Proceeds 
the scrap collected will be donated 
to charitable and service organiza- 
tions in the respective areas. 


Two to Campbell-Mithun 
Jack Rheinstrom, formerly with 

| Wilding Picture Productions, and 
Walter Hopkins, formerly with 


Purity Bakeries Corporation, have 


joined the Chicago office of Camp- 
bell-Mithun, Inc., 


contact department. 


WPB director general of operations, | 
|issued limitation order M-251, re-| 
quiring monthly reports on receipts, | 
consumption and inventory of pulp- | 
limitation | 


pub- | 


throughout the Midwest to collect | 
| at least 100 tons of small pieces of | 
metal weekly as a contribution to} 


from the sale of | 


in the account 


| ° 
Opens Writers’ Stable 

Alfred Griffin, formerly with 
United States Advertising Corpora- 
tion, Chicago, has opened Alfred 
Griffin, Inc., 520 N. Michigan ave- 
| nue, Chicago, to handle copy ex- 
clusively for advertising agencies. 
Operating on the same general plan 
as an art studio, the copy organiza- 
tion will give agencies a source for 
outside copy, through a staff of in- 
dividual specialists in their respec- 
| tive fields. 


WLS Increases Time 


| Instead of returning to the air 
daily at 6:30 p. m., WLS, Chicago, 
| will return to the air at 6 p. m. 

daily except Sunday,, effective 
| Oct. 26. 
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INDIANA 


FORT WAYIE 


\, ) 


IN POPULATION 
IN SALES PER FAMILY 
IN GROCERY SALES 
IN DRUG STORE SALES 
IN TOTAL RETAIL SALES 
IN BANK DEPOSITS 


*% Latest census figures show 
Fort Wayne as the 2nd largest 
retail market in the State of 
Indiana—as of that time. With 
greatly expanded industrial 
activity due to war work—all 
official and semi-official re- 
ports since then indicate that 
Fort Wayne, today, is Indiana's 


2nd largest market—2nd only 


to the state capitol. (It's a grea‘ 


spot for test campaigns.) 


The News- Sentine! 


Fort Wayne's Good Evening Newspap* 


FORT WAYNE, INDIANA 
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October 26, 1942 


Some people just watch... others want to know why 


All the tumult in the world today cannot drown out the questions 
that arise in active, intelligent minds. Nor will thinking people 
ever be so shocked at the rapidity and impact of events that they 
will be content merely to gape at the world drama before them. 


These people will ask—and ask again—"“Why?” “Who?” “When?” 
“How?” And they will not be content with stock answers. Nor with 
anonymous hunches. Nor with journalistic footwork that moves 
them mentally two steps forward—and two backward. 


These people—because they are thinking people—are more inter- 
ested in significant facts than insignificant details. More interested 
in the relation between events than the mere relation of them. More 
interested in an interpretation of what has happened than in mere 
condensations of news for easy mental filing. 


And this, precisely, is the reason there has been a most remarkable 
shift in the reading habits of thinking people since Pearl Harbor. 
This is the reason that intelligent Americans by the thousands are 
turning to NEWSWEEK. 


True, NEWSWEEK prides itself on its swift, virile reporting ... 
and on the alert, far flung organization that siphons in the news at 


its inception. But even more important to NEWSWEEK readers is its 
ability to interpret the news... to give the full significance of events 
on fighting fronts, in world capitals or wherever they may occur. 

Every page of Newsweek bears the imprint of men who have 
earned the right to an intelligent audience . . . men who are emi- 
nently qualified to judge and evaluate the conflicting events, the 
moves and countermoves in this world convulsion. 


Among these men are Admiral William V. Pratt and Major Gen- 
eral Stephen O. Fuqua on the war... Raymond Moley on national 
affairs ... Ernest K. Lindley on the Washington front... and Ralph 
Robey, far sighted economist. In addition to their interpretation of 
the news, these authorities regularly conduct their own columns in 
NEWSWEEK ... giving you their signed opinion on important hap- 
penings and trends. 

These factors—plus NEwSWEEK’s Periscope, which predicts with 
great accuracy news that hasn't happened yet—have attracted over 
500,000 intelligent families to this unique news magazine. This in- 
cludes more net paid circulation per dollar among leaders in business, 
industry and government than is offered by any other magazine. 


Now its Newswe 
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October 26, 1942 


Manpower Problem 
Keys Washington's 
Current Thinking 


Further Civilian Cuts 
Threatened; More 
‘Luxuries’ to Go 


Washington, D. C., Oct. 22.—One | emphasized, 


word, “manpower,” dominated 
Washington this week. 

And as Congress, the President, 
the War Manpower Commission, 
the War Production Board, the De- 
partment of Agriculture, and the 
armed forces wrestled with the 
complex problem of placing the 
right kind of manpower where it 
is needed and when it is needed, 
it became apparent that manpower 
would replace materials shortages 
as the No. 1 civilian problem. 

The President, in discussing the 
complexities of the manpower prob- 


} 
} 


store windows. 

Three-fourths of them, he held, 
were filled entirely with luxury 
goods we can do without. He in-| 
dicated that the nation must soon | 
face the problem of whether it will | 
allow the production of any luxury 
goods at all. 


Manpower Is Key 


Pointing to the increased cash in 
the pockets of the workers, he said 
that people are going to spend a lot 
of that for luxuries, creating de- 
mand for luxuries in stores. To 
prevent a drain on manpower, he 
the government will 
have to be more drastic in prevent- 
ing the manufacturing of luxuries. 

Manpower hit advertising directly 
as the War Production Board an- 
nounced appointment of a news- 
paper advisory committee to discuss 
curtailment of newsprint and other 
problems. 

Paul V. McNutt, War Manpower 
Commission chairman, rushed the 
drafting of a compulsory labor draft 
bill, which will meet firm opposi- 
tion from farm, labor, and indus- 
trial groups who would prefer to 
see voluntary means of meeting 


lem with the press Tuesday, illus- | shortages used more efficiently be- 
trated its far reaching effect by re-|fore forced labor is adopted. 


counting a recent automobile trip 
near Washington, when a 


| 


The Treasury dipped deeper than 


traffic | ever before into the pockets of con- 


| power, and technical and engineer- 


slowup enabled him to observe the | sumers with signature by the Presi- 


dent of the Senate tax bill, expected 
to add more than 9% billion dollars 


annually to the nation’s war purse. 
His prompt signature enabled a 
Nov. 1 starting date for new excise 
taxes on commodities and services. 
The five per cent victory tax 
brought every individual receiving 
more than $12 a week into the in- 
come-tax bracket for the first time. 

Donald M. Nelson, chairman of 
the War Production Board, pre- 
pared to revoke priority assistance 
to a large part of the 33.8 billion 
dollar government construction pro- 
gram for 1942-43, to conserve mate- 
rials, labor, transportation, man- 


Ready now - for essential civilian driving 


GOOD YEAR 


ee 
ae ee he 


ing services for needed expansion 
in rubber, high-octane _ gasoline, 
aluminum, and_ steel production. 
Most of the cuts will be made in the 
16 billion 1943 program, hitting the 


~. l 


TIRE NEWS OF THE WEEK 


(BEGOODRICH INVENTS 
TUBELESS TIRE! 


entire construction field. 


» GOODFYEAR * 


Twe Gaearest Mame in RuSSER 


Over-all War Agency Urged 


Mr. Nelson also announced that 
WPB would shortly issue an order 
establishing a system of control 
over inventories of finished con- 
sumers’ goods of wholesalers, re- 
tailers and manufacturers through- 
out the country. Mr. Nelson said 


& Rubber Co., last week announced a 


rubber and available when the OPA gives an okay. 

shot, additional promotion may be used later. Arthur Kudner, Inc., is the agency. 

At the right is first announcement copy, also in newspapers, of the Goodrich 
tubeless tire. 


Scheduling an extensive list of newspapers throughout the U. S., Goodyear Tire 


new wartime tire built with regenerated 
Although this is a one-time 


that the first step of the original 
plan, calling for a study of quar- 
terly inventory and sales reports, 
cannot achieve the desired results. 


‘ 
Creation of an over-ali economic 
agency, “The Office of War Mobil- 
ization,” to include WPB, OPA, 
|}OPC, ODT, WMC, and the Office 


We might even suggest that he is suffering from lack of cover- 
age. But then you'd guess that we were just trying to give you a 
different slant on a market coverage story. And you're right... 
but so is the Pittsburgh Market different. 


For one thing, most of the families in the Pittsburgh Market (bet- 
ter than 6 out of 10) live outside the ABC City... the opposite 
is true for most other large cities. 


And the majority of these families live and work in 144 cities and 
towns surrounding Pittsburgh where the Post-Gazette offers 
50° more coverage than any other Pittsburgh daily newspaper. 


This . . . plus the fact that the Post-Gazette's city circulation 
is the second largest in Pittsburgh . .. is why we say that only the 
Post-Gazette will give you effective, balanced coverage of the 
entire Pittsburgh Market. 


PITTSBURGH POST-GAZETTE 


Represented Nationally By Paul Bloch & Associates 


Boston @ New York @ Chicago © Philadelphia @ Detroit @ San Francisco @ Los Angeles @ Seattle 


|of Economics’ Stabilization, was 
‘urged by Rep. John H. Tolan of 
|California, in the report to the 
|House of his committee on defense 
migration. He charged that “ ‘busi- 
| ness as usual’ considerations still 
| permeate the war agencies.” 

The amount of non-war business 
| was highlighted in estimates of the 
| Department of Commerce that 1942 
| consumer expenditures would reach 
a record total of 79 billion dollars, 
|showing that the civilian level of 
| living had been affected little by 
| the war. 


SIMPLIFICATION PROGRAM 
| TO BE SPEEDED UP 
| Washington, D. C., Oct. 22.—The 


| War Production Board will push its | 


| program of simplification of civilian 
goods much more rapidly during 
|coming months, Donald M. Nelson, 
WPB chairman, predicted today. 
Mr. Nelson at his weekly press 


permit preservation of competitive 
differences and brand names, and 
standardization, saying, “a _ great 
deal can be done to increase goods 


available to the public through 
simplification.” 
“Our purpose is to get more 


goods, more actual items, with less 
manpower and less material,” he 
explained. “I do not believe in 
making clothing into uniforms for 
civilians.” 

| Mr. Nelson also warned against 
'considering all goods produced for 
civilian consumption part of a 
civilian economy. He said that the 
civilian program must be consid- 
ered a part of the military program, 
_and its size must depend upon mili- 
tary needs. 

| “Civilian economy a mis- 
/nomer,” he emphasized, “everything 


as 


is 


to be produced now is for a war 
/ economy.” 

Mr. Nelson said that there was 
\“*no foundation” for reports that 


the manpower shortage would force 
WPB to concentrate retail distribu- 
tion into nucleus retail stores and 


conference drew a sharp distinction | 
|between simplification, which would | 


plan set up for voluntary inventory 
reporting in tavor of mandatory 
limitations, Lew Hahn, _ general 
manager, National Retail Dry Goods 
Association, declared that “‘these are 
times when we must accept the final 
decisions of those in authority at 
Washington and retailers must make 
the best of the situation.” 

Mr. Hahn referred to the dis- 
|carded proposal as a “hope that 
retailers might have demonstrated 
their own determination to conform 
to the WPB normal inventory.” 
Some difficulty in the readjustment 
| period immediately ahead is antici- 
| pated, he added, and merchandise 
orders may be cancelled in cases 
where dealers have heavy stocks on 
hand. If stores are as _ heavily 
loaded as the WPB action seems 
| to indicate, he said, stock reduction 
sales at sacrifice prices may be in 
the offing. 

“Even if some stores have con- 
|servative inventories, they may 
have to resort to sacrifice tactics to 
meet the competition of the over- 
| loaded stores,” he declared. 

Fear was also expressed here that 
a flood of cancelled orders might 
| cause casualties among some manu- 
facturers, especially smaller com- 
| panies. 


OWI Issues Manual 
on Cost of Living 


The radio bureau of the Office of 
War Information has issued an 11- 
page summary of radio background 
;material on “The Cost of Living” 
to guide network, local, and adver- 
tising agency writers and producers 
in preparing their own anti-inflation 
| material. 
| The booklet outlines the impor- 
tance of conservation, rationing, 
price controls, war savings, and 
other factors in preserving a strong 
home front. Other background ma- 
|terial summaries issued since the 
| formation of OWI include “Ration- 


ing,” “The Enemy,” “The Uncon- 
'quered People,’ “Conservation,” 
“Salvage,” “The United Nations,” 
“Women in the War,” “Men for our 


| Merchant Fleet,” 
vation.” 


and “Fuel Conser- 


Aetna Releases Film 
The dangers of improper first aid 


wholesale establishments in the| care, as well as correct methods of 
near future. treatment of more common injuries. 
are graphically demonstrated d 
RETAILERS ‘REGRET’ new sound motion picture ent tled 
WPB ACTION “Handle With Care.” The _ iilm 
a : . , which is now ready for release, was 
New York, Oct. 21.—Expressing produced by the motion picture 
regret over the War Production! bureau of the Aetna Life Affiliated 
Board's action in scrapping the | Companies. 
eee 
Agency 
to ask the 
| COLONELI” & >A 
\ Sey 


~ 


for the Red River Valley 
5000 watts 
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FARGO, N. D. 
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ADVERTISING AGE 


&%. S. REYNOLDS, President, Reynolds Metals Co., Inc., 
Richmond, Va... .“I read TIME regularly to keep 


abreast of the world. It is a great magazine.” 


ef 


a Bane i. ee” 


EDGAR MONSANTO QUEENY, Chairman of Board, 
Monsanto Chemical Co., Saint Louis, Mo. 
call the first issue of TIME well. I have read almost 
every issue since; is it twenty years? If the first was 
worth fifteen cents the present issue is worth a dollar.” 


cocm oe 


ba « 


GEORGE A. KELLY, Vice President, The Pullman Com- 
pany, Pullman Building, Chicago, Illinois...“In these 
busy days I do not have time to read all the magazines 
I would like to, but TiME from ‘cover to cover’ is a 
‘must’ every week. Good luck and more power to you!” 


» © 


W. J. MURRAY JR., President, McKesson & Robbins 
Inc., New York City ...“I have read TiME since al- 
most the very first issue. It hits me just right, has from 
the beginning, and I don’t think I've missed a copy 
since.” 


Corporation officers and directors 


say It'S TIME-3 to 1 


Q. Who should know which is America’s 
most important magazine? 


A. America’s most important people. 


Take the men who make the decisions for indus- 
trial America—the men in the “okaying layers” 
of U.S. business. They establish the new policies 
in marketing, production, and research. They de- 
termine the success or failure of thousands of 
products and services. They are part of the drive 
of wartime America—and they will help shape 
post-war America, too. 


What do they think of American magazines? 


Last June, a survey was made by Carsen Asso- 
ciates to find out. Corporation officers and direc- 
tors (a consecutive alphabetical selection from 
Poor’s Register) were asked the one question: 


“What do you consider the most important 
magazine published in the U. S. today?” 


oe os 3 


More than 1100 replies came in. And T1ME led 
the field by 3 to 1 over the nearest contender that 
carries advertising. 


If you have a message for these decision-mak- 
ers and innovators, there can now be no doubt of 
the No. 1 spot for it. 


Returns pile in 


from one key group after another 


Evidence to come from 
Editors of all U. S. Daily Newspapers 
Members of Congress 
Men and Women in Who’s Who 
Radio Commentators 
College Presidents 
Newspaper Columnists 
Mayors 
Members of the American Medical Association 
Contributors to the Encyclopedia Britannica 


TIME 


THE WEEKLY NEWSMAGAZINE 
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October 26, 1942 


See Automotive 
Sellers’ Budgets 
at 1942 Levels 


Rationed Markets 
Carefully Examined 
by Parts Group 


Chicago, Oct. 22.—A poll of mem- 
bers of the Automotive Advertisers 
Council, gathered here this week 
for one of its semi-yearly meetings, 
disclosed that this branch of the 
advertising industry plans to keep 
up its consumer and business paper 
promotion at approximately the 
1942 clip. 

As Charles C. Tapscott of the 
McQuay - Norris Mfg. Company, 
council president, was careful to 
point out, this is an average indica- 
tion. Most members are still not 
sure about the effect of nationwide 
gasoline rationing, and cannot fore- 
see possible future changes in the 
market. 

The council, a completely work- 
a-day group, passes up formal 
speeches and resolutions and _ its 
three-day sessions are filled with 
discussions of advertising and mer- 
chandising plans. Competitors dis- 
cuss their campaigns, results and 
expectations freely. Media and 
media solicitors get a thorough 
going-over, and so do advertising 
agencies—neither may sit in on the 
meeting. 


See Market Trends 


These are the trends of the mar- 
ket as the automotive suppliers see 
it: jobbers have been holding up) 
well, and only about a 5 per cent | 
mortality has been experienced; | 
now that permanent gas rationing | 
has found its way into the war pic- | 
ture, with a 90-day system set up, | 
it appears that merchandising will | 
follow a three-month cycle; and the 
third and final month of the 90 days 
will be bad, because the “A” card | 
holders will be cutting down on car 
use and repairs, while the first 
month will be good because the} 
cars come out and start rolling) 
again. 

To show the force behind this 
trend analysis, gasoline sales have 
been off from 40 to 50 per cent 
during the third month of a given 
period. Filling stations have held 
up well enough thus far, council 
figures show, with only 5 to 7 per 
cent mortality; with nationwide gas 
rationing, however, estimates place 
the number of stations out of busi- 
ness at 25 to 30 per cent by the 
end of January, 1943. 

The expectation is that, once this 
25 to 30 per cent has been lopped 
off, a stabilization plateau will have 
been reached and the number will 
remain constant for some time. 


Independent Garage Best Bet 


The figures on filling station mor- 
tality are from the records of two 


99.17% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio 
combined with the nation’s highest 
per capita spendable income make 
WTIC a sure bet for RESULTS! 


ownership 


*Radio Daily April 10, 1942 


DIRECT ROUTE TO AMERICA’ S No. 1 MARKET 
The Travelers Broadcasting Service 
Z Corporation 
Member of NBC and New England 
_ Regional Network 
Represented by: WEED & COMPANY 
New York, Boston, Chicago, Detroit, San 


Francisco and Hollywood 


9 | 


consistent record on their outlets 
demise. 


is nowhere nearly so complete. | 


inventory; his service sales have 


while some sort of 


institutional | | predicted that the peren empha- 


_been the principal item in the past,| advertising was predicted by their | sis of sales promotion will be placed 
Data on car dealers and garages | and service sales are expected to| companies’ absorption in war pro-| 


keep up. The council figures that! 


duction, they saw no virtue in 


‘Indications seem to be that about | 18 or 20 million cars will be on the| adopting the prevalent “our stuff’s 


'35 per cent will go out of business 
in the next few months. The inde- 
pendent, oddly enough, seems like- 


‘liest to survive the grim game of 
| elimination. 


According to Paul 
Francois, sales promotion manager 
of Purolator Products, this predic- 
tion is based on U. S. Bureau of | 
Census figures on 60,000 returns, 
showing that the independent 
garage owner has an annual income | 
of $3,000 after expenses are de- 
ducted. This income puts him above | 
the average war plant’s temptation; 


road next year. 

Many car dealers are now making 
strides toward the independent 
garage dealer’s position; those that 
do probably will have the best 
chance of survival. 


Copy Themes Predicted 


It was indicated in the council’s 
round table discussions that pre- 
dominant advertising themes will 
explain the function of the product, 
the need for proper service, con- 
servation methods, and tie-ins with 


he is accustomed to be, and likes! government appeals. 


to be, his own boss; he hasn’t much | 


Several members reported that 


one member tartly phrased it: 


ito win the war really were, we’d 
‘have the war won by now!” 

Sales promotion plans are affected 
adversely by various influences, 
among them the lack of packaging 
materials to prepare for the sample 
assortments formerly promoted ex- 
tensively to jobbers and dealers. 
Similarly, factory rooms are tied up 
by these materials, and further 


quate stock for complete shipments | 
of packaged items. Mr. 


all the guys who say they’re helping | 


on open stock merchandise. 
The council also discussed meth- 
ods for aiding wholesalers who 


winning the war” type of copy. As | handled industrial or specialized 
“Tf | products, assisting them in findin; 


new markets for automotive prod 
ucts, and to get customers who pre- 
viously had not bought throug) 
automotive channels. 


Begins Messenger Service 


Triple A Advertising Carrie: 
Inc., St. Louis, has started a new 
errand, messenger and delive: 
service in Greater St. Louis, to r 


| place Western Union’s discontinue: 


complicated by waiting to get ade-| 


Francois | A’’ Messenger Service. 


messenger service. This 
operates under the name, 


servi 
“Triple 


| 
| 


major oil companies which keep a | 


0} Exclusive R 
194.3 Advertising 


TRUE STORY reaches more Wage Earners—families who get 69¢ of every war 
dollar —than any other magazine published. Read more, in the boxes below, about 


this and the 5 other extra advantages your advertising can get in True Story! 
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Anheuser-Busch 
Ranked as Top 
Brewer for 1941 


New York, Oct. 20.—Anheuser- 
Busch retained its position as top- 
,anking U. S. brewer last year, with 

1941 output of 3,089,953 barrels, 
according to the annual compilation 
released by A. Edwin Fein, general 
manager, Research Company of 
America. Data on which the study 
was based included official industry 
figures and _ confidential reports 
made available to the research 
organization, covering a four-year 
period. 


Second in the 1941 ranking was) 


occupied the same position in 1940. Tryck Firm Uses Boards Geraghty Heads Drive 


Jos. Schlitz Brewing Company was 
in third place, while next in order 
came F. & M. Schaefer Brewing 


Company, P. Ballantine & Sons, 
Jacob Ruppert, Falstaff Brewing 
Corporation, Duquesne’ Brewing 
Company, Theo. Hamm Brewing 


Company and Liebmann Breweries. 
Only changes in the ranking of 


the top ten last year were Falstaff’s | 


jump from tenth to seventh place; 
Duquesne’s switch from ninth to 
eighth place; and Hamm’s drop 
from eighth to ninth position. Jacob 
Schmidt Brewing Company, which 
ranked seventh in 1940, dropped to 
eleventh last year. 

Total output for the top 25 brew- 
ers in 1941 was 23,566,428 barrels, 


Pabst Brewing Company, which also| compared with 19,960,383 in 1940. 


The Arrow Transfer Company, 
Vancouver, B. C., is now using large 
posters all through the province 
to stress the essential part motor 
trucking companies are playing in 
the Dominion war effort. On the 
billboards a big yellow Arrow truck 
is shown carrying a battleship, and 
the copy points out that Arrow 
Transfer is playing its part in the 


| 


war effort and carrying everything | 


from crockery to cannons. 


Zenith Uses Posters 


Zenith Optical Company, Hunt- 
ington, W. Va., currently 
several painted outdovr pusters to 
announce that it has been awarded 
the Army-Navy “E” for excellence 
of service. Smoot Advertising Com- 
pany, Huntington, is the agency. 


is using | 


John B. Geraghty, head of the 
Geraghty Advertising Agency, Phil- 


adelphia, has been named to direct | 


publicity for 
Warehouse Association in a cam- 
paign of steel distributors to find 


the American Steel | 


two million tons of dormant indus- | 


trial scrap metal. 
geared to the nationwide drive of 
the American Newspaper Publish- 
ers Association in support of sal- 
vage of metal and rubber. 


Gets Audubon Account 


Creste-Andover, New York, has 
named Moss Associates, New York, 
agency for Audubon bird prints. 
Copy has been running since June 
in Harper’s Bazaar, House Beautiful 
and House & Garden. Esquire will 
be added in December. 


fasons W hy Your 
Needs True Story 


" Te ong 


=~ & 


lists of tax-cramped, white collar families. 


HELEN, YOU'VE NO IDEA HOW MANY 
THINGS | NEED--BUT WITH LIVING 
EXPENSES SO HIGH THESE DAYS 
WE'VE JUST HAD TO WATCH 
EVERY PENNY / 


You Won’t Find True Story, except in rare cases, on the reading 
True Story doesn’t talk their 
language. And the buying power of these people is off... all over the 
country they're having to curtail their expenses more than ever. 


bee ae 
ae ss 


I'M GOING ACROSS TO STERN'S 
TO LOOK AT A NEW BEDROOM SET 
JIM WANTS ME TO BUY --WHY 
NOT COME ALONG AND HELP 

ME DECIDE / 


You Will Find True Story being bought and read by Wage Earner 
families... the people whose incomes (according to one survey) are up 13°) 
across the nation. Today, they are forming new buying habits.. 
' True Story! 


them now through their magazine 


—e 


. reach 


B" \Nb buyisg habits are easier to mould 
now than ever before. Millions of 
Wage Earner families are “riding high.” 
And True Story gets your ads to the heart 
of this spending market—not only by 
putting copies in their hands, but in getting 
ads read! 

23 years ago, True Story laid the ground- 
work for the job it ean do for you now. 
Thanks to a brand new editorial technique 
(first person narrative form, photographie 
illustration) which dealt—and still deals 
—with life as those families live. True 
Story rose, in less than 5 years, to a com- 


Newsstand Circulation—October Issue 


1/2 MILLION OVER 1941! / 


2,000,000 per issue GUARANTEED 


manding position among all magazines. 

In the years that have followed, ‘True 
Story, using the same basic editorial tech- 
nique, has remained the Wage Earners’ 
favorite magazine. Reader mail (running 
into the hundreds of thousands) and reader 
research have helped us, and will continue 
to help us, hold that position, 

The same drive and power which 23 
years ago carved out a brand new group 
of magazine readers, is responsible for the 
5 other True Story “exclusives” (shown 
opposite). That's why, more than ever, 
True Story is your best buy for 1913! 


“50% 


Look How True Story Moves 
Merchandise! 


jump in Cream of Wheat @®e 
sales, thanks to True Story!” ¢ 
. . . ‘ 4 
Grocer Ed Promicel, Chelsea, 


Massachusetts, 


[aD pee oe ca, “sens ee 


A. Wolson, owner of Wolson’s Drug 
Store, Toledo, Ohio. 


- 


increase for Listerine in 


(Figures show sales increases when True Story 


mass disples 


id- 


Display cards, and nothing else, were added to simple 


The campaign is | 


| 
| 


WAR MEASURE 


Brooklyn Union Gas Co. used newspapers 
in its area last week to explain to cus- 
tomers adoption of the two-month bill- 
ing plan and the resultant wartime econ- 
omies to both utility and customer. 


Callahan, Lane, Others 
Raised by Treasury 


Vincent F. Callahan, director of 
radio and press for the War Sav- 
ings Staff, Washington, D. C., has 
been named to additional duties as 
head of all national advertising ac- 
tivities on war bonds. Thomas H 


| Lane, former Young & Rubicam ac- 


count executive, has been named by 
Mr. Callahan as chief of the war 
savings advertising section and as 
liaison man with the Advertising 
Council. Don C. Miller, of the busi- 
ness publications section of the War 
Savings Staff, becomes assistant 
chief. 

Ross Barrett, Jr., former chief of 
the business publications section, 
has been named assistant director 
of radio and press. Mr. Barrett also 
becomes acting chief of the press 
section, replacing Milburn McCarty, 
Jr., who has enlisted in the Marines 
for duty as combat correspondent. 


To Standard Brands 

Chester A. Barth, formerly na- 
tional advertising manager of Dr 
Pepper Company, Dallas, has been 
appointed vice-president and gen- 
eral sales manager of Standard 
Brands, Ine., in California, with 
headquarters at San Francisco. 


Ammon to ‘Farmer’ 

Ralph E. Ammon, director of the 
Wisconsin department of agriculture 
since 1938, will resign to become 
affiliated with the Prairie Farmer 
Publishing Company and _ Station 
WLS, Chicago, effective Nov. 1. 


Over 1,000,000 organized tenpin bowl- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 
_various needs include the best in 
alleys, personal equipment and num- 


|}erous sundries. BOWLING is the 
| major medium to carry your message 
| to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an _ effective, 
consistent, advertising campaign in 
BOWLING. 


Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 
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Helping to Win the War 


All honor to the men who have 
left the field of advertising and 
marketing to join the colors. Every 
week ADVERTISING AGE records their 
movement to the 
listing the names of those who have 
felt that they could 
more for the nation in uniform than 
by remaining in the civilian field. 
They are only a part of the many 
who have felt the urge for combat 
duty, to the extent that they have 
given up important work which up 
to now has been their career. 

To those who are left behind, 
carrying on the work-a-day 
ness of distribution, merchandising 
and advertising, there is likewise a 
strong temptation to become more 
definitely a part of the forces which 
ultimately will win the battles that 
will mean a victorious conclusion 
of the world conflict. The male 
animal being what he is, there may 
be a sense of frustration for the 
man who feels strongly about the 
national crisis and an equally strong 
desire to come physically to grips 
with the enemy. 

Those who fall within the age 
limits subject to draft will of course 
have the decision of where and how 
to serve made for them by Uncle 
Sam. This is largely a young man’s 
business, and a high percentage of 
active executives fall within the 
draft ages, many, of course, subject 
to deferment because of dependency. 
Yet the man who feels physically 
able to carry a rifle or pilot a tank 


armed services, 


accomplish 


busi- 


may be uneasy if he remains safely 
behind the protection of his flat- 
topped desk while many of his 
former associates are writing their 
letters from somewhere in Australia 
or Africa or Asia. 

To these men we think it should 
be said that the job of maintaining 
civilian morale, continuing to supply 
civilian requirements and promoting 
the war of the United 
States government is a man’s 
ussignment. No army can 
victorious unless it is supported 
enthusiastically by on the 
home front. While some fight, others 
must not only help to supply them, 
but also to keep the fires burning 
the hearthstones of millions of 
homes. A firm faith in the oppor- 
tunity to use advertising skills and 
techniques to accomplish the pri- 
mary objectives of the nation at 
home will any man the satis- 
faction of doing something decidedly 
worth while, in his own unglamor- 
ous job, to help win the war. 

Advertising, without having been 
given special consideration by the 
selective service authorities, is 
nevertheless an essential part of the 
indispensable system of mass com- 


objectives 
size 
be 


those 


on 


give 


munication so vital to the nation’s 
morale in wartime. The field for 
real and tangible service is vast. 


Only the will to win and the desire 
to serve are needed to give every- 
one in this business a sense of being 


A New Place for Lumber 


Lumber and wood products gen- 
erally have been the victims of 
competition from substitute mate- 
rials which through superior pro- 
motion more than 
quality have won markets which a 
few generations ago belonged exclu- 
sively to wood. The of 
many materials needed for war pro- 
duction have again brought lumber 
into the foreground and emphasized 
its value for a myriad of purposes 
in and fabrication to 
which it has been a stranger for a 
good many years. 

The superficial comment would no 
doubt be that the need and the 
demand are essentially temporary, 
and that with the passage of the 
emergency period lumber will fall 
back to its old position of secondary 
importance, with markets 
closed to it and others accepting it 
merely because it is an economical 
substitute for something the buyer 
would really prefer to have. The 
other point of view is that lumber 
is a basic material of such utility 


even superior 


shortages 


construction 


many 


a real and important part of the 
war effort. 
and value as to deserve a_ better 


presentation to industrial and gen- 
eral consumer markets than it has 
had since the great days of Charles 
and ad- 
vertising to specific markets. 

The comment is frequently heard 
from those who are now using lum- 
important wartime 
applications that they have all too 
little information about the product. 
Engineering data on the qualities of 


Bemer Crosby aggressive 


ber in many 


various types of lumber for con- 
struction purposes, for example, is 
usually hard to come by. Specific 


on industrial 
tions is equally scarce. 

If lumber intends to hold its war- 
time markets in the days of peace, 
the industry might well assume that 
it is as new a product as a plastic 
just out of the laboratory, and make 
just as analytical a study of it, in 
all its kinds and forms, as though 
buyers had never heard of it. Mod- 
ern marketing applied 
to lumber would produce some very 


information applica- 


techniques 


interesting and unexpected results. 


SAN FRAN- | 


A NEW COPY SLANT 


“A © 1942, Chicago Times, Ine. 
Ree. U. & Pet Off. All Ria Ree 


“| tell you ‘dishpan hands’ are dated—the women of America are worrying about 
‘mechanics hands’ now!" 


Ad-libbing 


Letter to Washington 
“Dear Hal: 

“An advertising agency, not very 
big but quite successful and noted 
particularly for its fine copywriting 
and creative work, happens to have 
principals who are not satisfied with 
going along making a good living, 
but who feel it their duty to do 
whatever they can to help along 
with the war effort. The principals 
are a little too old to fight, and sus- 
pect they’d be none too happy if 
they were wrapped in government 
red tape, but they do think they 
have talents available in their own 
creative line which could be put to 
good use in some way. 

“They’re genuine in this attitude; 
they’re not looking for a bright idea 
that they can develop into new bill- 
ings; they're willing to donate their 
time and energies and even some of 
their own money in doing a job or 
jobs which will be of help to the 
government. 

“They have come to me with the 
queries I have heard often enough 
from individuals: ‘What can we do?’ 
‘Whom shall we contact?’ ‘How do 
we get started on this job of donat- 
ing our services?’ They know about 
the Advertising Council and about 
the set up in Washington in a vague, 
general sort of way, but they have 
no ‘inside tracks’ or affiliations and 
feel sort of lost. 

“IT told them 
give me complete an ‘Adman’s 
Guide to Washington’ possible, 
and I wish you would do just that, 
as quickly as you can. Write me, 
in a letter I can turn over to them, 
all the contacts it might be worth 
while for them to make in Wash- 
ington or out, and exactly what you 
think they can do to get in on the 
workwagon; whether all advertising 
things must now funnel through the 
Ad Council or whether there is any 
hope of one of their principals tell- 
ing his story to Ken Dyke or Drew 


that I'd ask you to 


as 


as 


Dudley, or to officials at the Treas- 
ury, or anywhere else. They're 
perfectly willing to do a_ hat-in- 


hand begging job in person through 
Washington officialdom if there is 
any chance of their turning up with 
something. 

“IT want you to understand clearly 
that none of them is looking for a 
job in Washington or anywhere else, 
and they are not interested in pay, 
even as far reimbursement for 
layouts, roughs and that sort of 
thing is concerned, as long as such 


as 


expenditures are within their ability 
to pay. 

“They want to keep on operating 
their agency just as they are now, 
but they’d like one or more special 
assignments that they could turn 
their hands to. They’re not fussy 
about whom they work for or what 
they do, long they think 
they're helping the cause along, and 
doing something they know how to 
do. And I'm pretty sure they’re not 
interested in collecting any glory 
or credit either. 

“What have you to suggest? 

Sid.” 


sO as 


Direct Sales Effort 

The kind of direct sales effort 
which John Labatt, Ltd., of London, 
one of Canada’s leading brewers, is 
putting behind the sale of war 
stamps is probably unique. Each of 
the company’s travelers (salesmen 
to you) has guaranteed to spend 
one week out of every month on 
developing the sale of war stamps. 
For this one week each salesman’s 
full time is spent on this activity. 


Working directly under his local 
headquarters of the National War 
Finance Committee, the salesman 
calls on 75 retailers. He _ places 
point-of-purchase advertising, de- 
livers stamps, passes on ideas he 
has seen others use to promote 


sales, and generally becomes coun- 
selor and assistant to the merchant 
in his war stamp activities. In the 
first two of their work, the 
brewer's salesmen placed more than 
$12,000 in stamps with retail stores. 


weeks 


Heat Layouts a Winner 

Parker-Allston Associates, New 
York agency which specializes in 
Insurance advertising, has just 
proved the value of advertising to 
its own satisfaction. Early in Octo- 
ber it developed a “householder’s 
fuel oil rationing worksheet,”’ a sim- 
ple device which makes it decidedly 
easier for the householder who uses 


oil to measure his room areas. It 
Was advertised on the insurance 
page of the New York Journal of 


Commerce as a good giveaway item 
for and 


insurance companies, as a 
result the original supply disap- 
peared in a few minutes the day 


the advertisement broke, while the 
next edition went just as quickly, 
and the printing presses are having 
some trouble keeping up with de- 
mand. Incidentally Parker-Allston 
isn’t giving them to insurance com- 
panies—they sell for $20 a thousand 


Information 
for 
Advertisers 


The following documents may 
secured without charge from con 
panies sponsoring them, or throug 
ADVERTISING AGE, by any nation 
advertiser. or advertising agen 
executive writing on his busine 
letterhead. 


No. 2061. You 
Yourself. 


Facts about the Mid-South Daili 
group market are given in tl 
folder, which tells about agricu 
tural and industrial activity of tl 
Mid-South area, figures on popul: - 
tion and sales, and coverage of t! 
ten newspapers in the group. 


No. 2062. Outdoor Advertising 
a Channel of Communicatic 
With the Public. 

Outdoor Advertising Associati: 
of America has issued this brochur 
which, after a discussion of t! 
importance of a proper public sent - 
ment in time of war and t! 
responsibility carried by all cha: 
nels of communication, tells tl 
story of outdoor advertising’s pa 
in building public opinion. Sever: 
miniature reproductions of 24-shee: 


Are Fooling On 


posters displayed by  associatio 
members in support of the wa 
effort are shown. 
No. 2063. New Murkets to Cor 
quer? 
This folder, issued by Afr 
American Newspapers, gives de 


tailed information about the Negro 
market covered by these new 

papers. The Afro-papers are com- 
munity institutions, the  folde 
points out in a discussion of new 
coverage and _ editorial feature 
Circulation figures are given, a 
well as a description of the papers 
sales and merchandising assistance 


No. 2064. Mr. 
Buyer. 

Radio Station WROL, Knoxville, 
has issued this booklet-full of fact 
about the station, its facilities and 
the market it covers. Figures are 
given for population, radio families, 
sales and other business indexes, 
with maps showing primary and 
secondary coverage and mail re- 
sponse. 


No. 1987. If You Had Four Apples 

This folder, issued by the Los An- 
geles Times, provides a record of 
Los Angeles newspaper linage 
broken down by classifications, with 
the figure for total display and total 
advertising for the first three 
months of 1942. 


Facts Time 


for 


No. 2050. Straight fromthe Horse's 
Mouth. 

The United States News reports, 
in this folder, the results of a maga- 
zine preference readership survey 
on 1,457 key men in official Wash- 
ington 


No. 2046. Weekly Magazine Read- 
ing in the U. S. Armed For 
Life has issued this report, w 
is a separate study from its Con- 
tinuing Study of Magazine A 
ences, though directed by the e 
group. Figures on the readin f 
the four national weeklies are b: sed 
on 2,399 interviews in 26 diffe 
areas adjacent to Army c 
Army and Navy air fields and | 
and Navy yards in continental |. 5 
A tabulated breakdown show el 
cent of readership by bran : 
service and rank. 


No. 


2016. Newsweek—a M r 
Force in American Busine: 
Industry. 

Facts about Newsweek—its x- 
ground, editorial purpose, reade” !"- 
terest and a wealth of othe: 4 
terial are compiled in this new >ro- 
chure. The circulation - reade s) 
study is carried out in detail 
graphs showing circulation 
trends and growth compa . 
Letters from readers and a cir u'* 
tion analysis by business clas: ‘ic? 
tions point to Newsweek’s per °tt?- 
tion of the business and indu>:tr’4 
set up and the Washington sc: 
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In Chicago... 


and its suburbs, there are some five 
hundred of these billboards, changed 
frequently ... reminding Chicago people 
of the reason for The Sun’s existence in 
Chicago ... pointing out the principal 
service The Sun has to offer Chicago... 
comprehensive and unbiased news, 
intended to fully inform, and devoid of 
other intention or ambition. 


we ; The boards also emphasize one of 
ne The Sun’s best assets to advertisers... 
the confidence, respect and liking on the 
part of this public that give this paper a 
degree and volume of influence not to 
be measured by months published or 


copies sold...Such assets make a great 
medium, and a medium great! 


| The BRANHAM COMPANY The next time a Branham man is in ie 
ret prenghienengaecammmnned your office, ask for the current history . 
. Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los "hy 


Angeles, Memphis, New York, St. Louis, San Francisco, Seattle of The Chicago Sun. - 
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British Paid 
Space Expected 


which amounted to about $27,000 a 


month. Preliminary results may) 


affect the amount to be appropriated 
| for 


the country’s fuel economy 
drive, but government officials 
admit freely that the basic prin-| 


| ciples upon which the people have 


fo Score Gains 


Winter Campaigns 
Take Shape; Major 
Share to Publications 


London, Oct. 10.— Government 
advertising campaigns will spurt 
ahead during the winter, it was 
indicated here this week, on the 
basis of present plans for separate 
drives by the various ministries and 
allied organizations which are spur- 
ring the war effort with consistent 
copy. The total cost of advertising 
space probably will exceed the 
budgets for the previous two win- 
ters, when ambitious campaigns 
were carried out. 

Government-paid space is in- 
creasing steadily in British daily 
newspapers, even though they are 
now reduced to four pages; in the 
Sunday papers — limited to six 


pages; and in other papers and 
periodicals whose paper consump- 
tion has been lopped off to less 
than one-fifth of their prewar sup- 
plies. Besides fewer pages 


and newsprint is thinner. 


A survey of periodicals under- | 
taken recently by World’s Press| 


News lists more than 125 which 
have been forced to reduce sizes 
because of paper difficulties. Many 
have gone down to the accepted 
“pocket” size, with type held within 
a 6% by 4%-inch area. 

Ministries Lead Way 

Ministries which place advertis- 
ing appeals directly in the publica- 
tions spent approximately $2,490,- 
900 during the October, 1941, to 
March, 1942, period, compared with 
$2,193,900 during the same months 
of the previous winter. Allied 
organizations such as the National 
Savings Committee, British Rail- 
ways, and others rolled up a space 
cost of approximately $1,167,700 
during the similar 1941-42 period, 
somewhat less than the $1,233,900 
appropriated during the 1940-41 
period. 

The National Savings Committee, 
which coordinates all appeals to the 
small and medium-size investor, is 
expected to spend during the next 
six months at least as much as, and 
perhaps more than, the $176,400 
Which it averaged monthly from 
October, 1941, through March, 1942. 

The Ministry of Food is expected 
to contract for about the same 


amount of space it used last winter, | 


Dynamic 


STOCK 
PHOTOS 


Write) - 
a 


KAUFMANN FABRY 


425 8. WABASH AVE., CHICAGO 


and | 
smaller sizes, circulations are pegged 


been asked to observe economy will 
need re-emphasis again this year. 
During the 1941-42 winter period, 
when the need for economy was 
less great than it is right now, this 
campaign required the spending of | 
approximately $25,600 a month. 

The British Air Ministry probably 
will intensify its appeals for volun- 
teers between the ages of 42 and 50, | 
and may increase its advertising | 
fund. It appropriated about $64,000 
a month during the six - month| 
period of last winter. 


To Use Joint Drive 


A combined recruiting campaign 
for the British Women Services, 
inaugurated after the 1941-42 pro- 
gram was completed, may reduce 


the cost of drives undertaken pre- 


viously by the three services in a 
more competitive spirit. 

The Ministry of Agriculture may 
step up the tempo of its advertising 
appeals this winter in an effort to 
increase the splendid results already 


ADVERTISING AGE 


achieved in getting farmers and city | 


backyard gardeners to increase war- 
time food production. Spreading 
its messages cost this ministry 
about $22,400 per month last year. 
In the salvage field plans have 
not been completed, although gov- 
ernment officials are expected to 
renew “clean out your yard” and 
“turn out your loft’ appeals. 


Speed Transportation 


War Transport officials are com- 
pleting plans for a campaign to 
speed up all forms of transporta- 


tion from the railway to the British | 


factory, thus providing extra trans- 
port facilities. 


The Board of Trade, meanwhile, th 


ing. The Ministries of Health, Food 
and Home Security have not yet 
revealed plans for the winter, but 
they undoubtedly will continue their | 
campaigns. 

Publications will be counted upon 
to carry the main load in the gov- 
ernment paid-space campaigns, but 
outdoor advertising, movie films and 
slides and various forms of pub- 
licity also will be working overtime 
on the war effort this winter. 


Issues New Pamphlet 

Public Affairs Committee, Inc., | 
New York, has published a new | 
pamphlet by Helen Dallas entitled, | 
“How to Win on the Home Front.” | 
The booklet is designed as a prac- | 
tical guide to buying, conserving 
and saving. 


Ward joins WBBM 
Mackenzie Ward, formerly with 
e Blue Network’s sales staff, and 


is expected to issue, as the demand) previously Western manager for 
requires, new appeals and regu-' WMCA, New York, has joined Sta- 


lations, mainly 


concerned with) tion WBBM, Chicago, as a member 


clothing and other forms of ration-' of its sales force. 


| these expire they 


Ban Liquor Copy 
in Manitoba 

Liquor advertising has been pro- 
hibited in the province of Manitoba 
where such advertising comes unde: 
the control of the Manitoba Liquor 
Commission, according to an orde: 
issued by Hon. James McLenaghen 
provincial attorney - general. Thx 
ban on advertising will not apply t 
contracts already made and ar 
proved by the commission, but onc: 
cannot be re 
newed. Most contracts of this na 


| ture terminate about Nov. 30. 


What is termed “sponsored adver 
tising,” paid for by breweries o 
liquor interests, will not be stoppe 
provided it does not advertise bee 
or liquor. Neither will circular ad 
vertising mailed to persons in Man 
toba from points outside the pro, 


| ince. 


Joins Addison Vars 

Paul R. Barnes, a member of th 
copy staff of McCann-Erickson, Ne‘ 
York, for the past 17 years, ha 
resigned to join Addison Vars, Inc 
Buffalo. 


| 


) on little circle at the left above represents the 


value of products manufactured by the aviation 


industry 


In 1943 that volume will have increased 36 times 
over to the staggering figure of $9,000,000,000. 


The sheer statistics of aviation’s growth tax the 


ful of men in 1939, aviation will next year keep a 
million and a half workers busy. Even in its high-pro- 


duction years our giant peacetime automotive indus- 


This is the growth of the 


It is likewise an excellent forecast 
of the promise this great undeveloped medium 
of transportation offers to American Industry 


in 1939—$250,000,000. 


try employed but one-third that many. 


But the war has done more than bring us this huge 


market of today. 


War has shown us that we've just scratched the 


imagination. An industry employing a relative hand- 


surface possibilities of the airplane's utility. Yes, we ve 


used it to carry perishable and rush products by «1° 


express. Air mail and air travel have grown steadi\y, 


freight-car loads at 


though many still regard them as luxuries. But the ‘1g 
payload—freight—still went by train, by truck and Dy 
boat at the beginning of the war. 

Now we are beginning to sce the clear outlines of 
air transport taking shape in its ultimate form. H g¢ 
airliners will be able to carry first-class mail af 7? 


increase in rates and air cargo-carriers will ha: dle 


freight-car rates, time conside:ed. 


The possibilities of air transport are limited only DY 


our imagination and resourcefulness in using this 


markably flexible method of transportation. 
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15 


Budget Calls for 


15% increase 


New York, Oct. 20.—The Florida 
itrus Commission will inaugurate 
its 1942-43 fresh fruit drive in De- 
mber, with a budget of $550,000 | 


~ 


allotted to promotion of the state’s | 
range, grapefruit and tangerine | 
rop, it was learned here today. 
This is estimated to represent an | 
nerease of 15 per cent over last 
season’s fresh fruit advertising| 
<penditures. Nothing has _ been 
ecided as yet concerning the com- 
ission’s canned fruit budget, be- 
iuse of the still unsettled tin 
situation. 
About 70 per cent of a $550,000) 
»udget will go into newspaper inser- | 
ons covering 25 cities. Copy will 
concentrate mainly on grapefruit 
and oranges, running in 35 papers. 
Remainder of the appropriation will | 
be spent on transportation advertis- | 


~. ~ + 


a i... 


- 


| paper 
| Hummert is the agency. 


‘White Advanced 


Ff : re . ! 
ing in 20 cities and spot radio and | 


business papers. 


Tangerine copy will be principally 
in color roto, the schedule calling 


| for advertisements in The American | 


Weekly, as well as the First Three 
Markets and Metropolitan news- | 
groups. Blackett - Sample -| 


R. K. White, formerly chief of the | 
tin salvage unit of the War Produc- 
tion Board’s bureau of industrial | 
conservation, has been named chief | 
of the general salvage section. Mr. | 
White was formerly assistant gen- 
eral sales manager of Pontiac Motor | 
Division, general advertising man- 
ager of Chevrolet Motor Division, 
and a member of the executive staff 
of Campbell-Ewald Company, De- 
troit. 


Gets Shampoo Account 


Wesley Associates, New York, has 
been named agency for Minipoo, a 
dry shampoo manufactured by 
Annette Jennings, Inc., New York. 


Standard Promotes 
War Insurance 
for Civilians 


Detroit, Oct. 22.—Promotien of a 
new civilian war accident policy, 
which will provide protection up to 
$5,000 for the armies without uni- 
forms, has been launched by Stan- 
dard Accident Insurance Company. 

The insurance, viewed as a corol- 
lary to the War Damage insurance 
issued through a_ government - 
backed corporation, is available at 
a standard rate of $5 per year, pro- 
vides $5,000 for death, $500 for 
medical reimbursement and amounts 
ranging from $2,500 to $5,000 for 


| disabling injuries. The policy, how- 


ever, is issued by the company alone 
and not as a part of an industry 
pool. 

Policyholders are financially pro- 
tected from enemy action and from 
action taken by military forces of 
the United States or its allies. Cov- 


erage is granted in the 48 states and 
the District of Columbia and policy- 


holders are protected on temporary | 


visits to Canada or Mexico. Cover- 
age is strictly for civilians, covers 
no One in the armed services, and is 
cancellable only when the insured 
enters the armed services, when a 
pro-rated refund is granted. 


Advises Advertising 


R. J. Walker, advertising man- 
ager, recently sent company agents 
a series of mats and stereotypes 
ranging from two-inch to 36-inch 
advertisements. He told the agents 
about the prospective size of the 
market for the policy and added, 


“one of the most efficient methods | 


of carrying this message to every- 
body in your community is through 
advertising in your local newspaper. 
Remember, a single advertisement 
cannot be expected to produce the 
results you are seeking. To be suc- | 
|cessful your advertising should be | 
repeated at regular intervals.” 

Copy stresses the importance of | 
‘life as well as property protection. 


Aviation Industry in 5 short years... 


Obviously the time to establish your position in this 
coming field of commercial opportunity is now. 


The method of sales communication has long since 


been well established. 


26 years ago a magazine called Aviation and 


Aeronautical Engineering hung 


shingle. It traveled with the industry through its long 


years of pioneering and experimentation, its successes 


and its failures. 


For the men who guided and built the aeronautical 


industry Aviation has been since 1916 the effective 


vehicle of communication. 


Today the serious-purposed men of the industry 


both here and abroad, the news of the industry in 
proper perspective. 


The men who are building our air power today and 


who will build our air commerce tomorrow, look to 


out its publishing 


try publication—sans romance or glamor. 


Aviation as a feet-on-the-ground aeronautical indus- 


Aviation is edited for and read by the influential 


men of the industry, the men who can say yes-or-no, 


the only group you are interested in reaching through 


your advertising. 


Here are just two of many examples of Aviation’s 


editorial influence among the men who are the buying 


depend on the authoritative editorial pages of Aviation 


to bring them the up-to-the-minute information on 
production, design and engineering advancements, the 


significant developments in military and civil aviation 


AVIATION’S LATEST MARKET FACTS . . 


lation 


This 72-page booklet, an 
invaluable file of Aviation 
Market and Media Infor- 
mation is now available 
to you. 
planners, it’s a compre- 
hensive picture of the 
market today, a glimpse 
into the market tomorrow. 
Complete editorial, circu- 


formation on AVIATION. 
A request on your busi- 
ness letterhead will bring 
your copy promptly, with- 
out cost or obligation. 


power of the industry .. . 


Example !—-When Aviation's editors recently uncov- 
ered the story of a revolutionary new method of 


forming metal sheets in huge sizes, a flood of mail 


.. Tell us more.” 


. just off the press 


Designed for sales- 


and advertising in- 


AVIATION 


A McGraw-Hill Publication * 330 West 42nd Street, New York, N.Y. 


OFFICES 


IN CLEVELAND, DETROIT, CHICAGO, BOSTON, 
PHILADELPHIA, WASHINGTON, ST. LOUIS, ATLANTA, LOS ANGELES, AND SAN FRANCISCO. 


Aviation aims 


its editorial content, 


armies of workers and flying fans. 


nautical publications in advertising gains. 


poured in from busy engineers and production men 


Example 11-A recent letter-survey to top aeronauti- 
cal manufacturing executives disclosed that better 
than 3 of every 4 not only read Aviation regularly 
but find it useful in their daily work. The letter 
went only to the highest ranking men in 100 aircraft, 
engine and propeller plants — presidents, chief engi- 
neers, general managers, production managers, pur- 
chasing agents, etc., no one below the rank of depart- 
ment head. 


its circulation 


effort at the buying power of the industry—not the 


That is why Aviation today leads all other aero- 


PRODUCER-WRITER 


Paul Dudley, D'Arcy Advertising Co., 

executive producer and writer of the 

Coca-Cola show, "Spotlight Bands,” puts 

the final touches to one of the scripts 
for the Blue Network program. 


| Besides the newspaper advertise- 
| ments, the company has offered its 
| agents posters, stuffers and form 
| letters. 


| .* 
J senate Oil Copy 
Stresses Conservation 
Because a survey shows that 78 
per cent of the nation’s motorists 
probably will take less care of their 
cars when forced to drive a mini- 
mum mileage and will lengthen 
time periods between grease jobs, 
oil changes and tire switches, Stan- 
dard Oil Company of Indiana will 
stress proper care of an automobile 
under rationing in its fall campaign. 
Some 1,800 newspapers will be 
used in the 13 Midwestern states 
which form the company’s market- 
ing area. In cartoon technique, the 
copy illustrates what the wise mo- 
torist will learn: how to determine 
gas mileage; how to avoid wear on 
tires; how to protect batteries. 


Molasses Now Packed 
in Glass Jars 


Grandma's Old Fashioned mo- 
iasses, packed by American Mo- 
lasses Company and Boston Molasses 
Company, is now packed in glass 
Jars with illustrated gingerbread 
cup cake recipe display labels that 
tie in with newspaper and magazine 
advertisements, recipe books, radio 


spots and store promotional ma- 
terial. 

Store sales aids include a new 
insert giving an illustrated recipe 


for home-baked beans and ginger- 
bread, which is given free to grocers 
for insertion in transparent bags 
they use for packaging navy and pea 
beans. 


Names Cantor Agency 


Philadelphia Milk Food Products 
Company has appointed Solis S 
Cantor Advertising Agency. 


NEW HAVEN 


P. Blake of New Haven is credited by 
the U S. Patent office with inventing 
the cork screw under Patent No. 27,615 
under the date of March 27, 1860. The 
invention of the cork screw was not a 
succes*ful patent in the beginning 
owing to the extensive use of hardwood 
stoppers and it was not until several 
years later that the cork screw became 
universally used. 
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OWI Gears Radio 
Use to Varying 
Local Conditions 


Washington, D. C., Oct. 20.—With 
relations between the government, 
radio networks and radio advertis- 
ing functioning smoothly, the Office 
of War Information has launched a 
plan for coordinating local broad- 
casting of government messages on 
sustaining and commercial time 
more closely with varying local con- 
ditions. 

To simplify operations 
stations and advertisers, the OWI 
radio branch will consolidate all 
spot announcements going out from 
the government in one release, and 
work out a master plan for schedul- 
ing radio transcriptions. To assure 
flexibility to the program William 


of local 


B. Lewis, chief of the OWI radio 
bureau, has appointed 17 regional 
consultants, serving without com- 


pensation, to act as field advisers to 
the bureau. 

These consultants will meet with 
Car] N. Haverlin, recently-appointed 
industry relations consultant to 
OWI, on the same days that they 
attend the current district meetings 
of the National Association of 
Broadcasters, then will work out 


details with individual station man- 
agers in the field. They will report 
the plan’s functioning at a Washing- 
ton meeting late in December. 

The 17 consultants are Herbert L. 
Pettey, WHN, New York; Leon 
Levy, WCAU, Philadelphia; G. Rich- 
ard Shafto, WIS, Columbia, S. C.; 
Thad Holt, WAPI, Birmingham; 
J. Truman Ward, WLAC, Nashville; 
H. K. Carpenter, WHK, Cleveland; 
Leo’ Fitzpatrick, WJR, Detroit; 
Glenn Snyder, WLS, Chicago; Merle 
S. Jones, KMOX, St. Louis; Kenneth 
M. Hance, KSTP, St. Paul; William 
C. Gillespie, KTUL, Tulsa; Martin 
Campbell, WFAA, Dallas; Robert 
Hudson, Rocky Mountain Radio 
Council; Lincoln Dellar, KSFO, San 
Francisco; Richard F. Connor, 
Southern California Broadcasters 
Association: Harold E. Fellows, 
WEEI, Boston: and Sheldon F. 
Sackett, KVAN, Vancouver. 


Names Butler Agency 

Braquette, Inc., New York, has 
appointed Butler-Advertising, New 
York, agency for its adjustable pic- 
ture frames. 


Gets Insurance Account 


M. H. Hackett, Inc., New York, 
has been named agency for the 
Manhattan Life Insurance Com- 
pany, New York. 


ADVERTISING AGE 


Penn State Bids 
for New England 
Coal Customers 


Novel Campaign in 
Dailies Seeks to 
Regain Market 


Pittsburgh, Oct. 21.— An impor- 
tant experiment in the direct use of 
public money to help an ailing in- 
dustry is currently being made by 
the Commonwealth of Pennsylvania 
through a series of newspaper ad- 
vertisements in six New England 
metropolitan areas. These adver- 
tisements are devoted to the anthra- 
cite industry and if they prove suc- 
cessful they may set a precedent for 
similar action on behalf of other in- 
dustries which need help. 

New England is a big market for 
Pennsylvania anthracite. Once it 
was a much larger market, but the 
persistent selling campaigns of fuel 
oil and gas salesmen undermined a 
considerable portion of that market. 
Since then the anthracite industry 


has modernized its fuel and de- 
veloped devices which make it much 
|more labor-saving and much more 
|of an automatic form of heat. The 
|important thing now, the industry 
| believes, is to get more New Eng- 
|land people to try it again and dis- 
| cover its new virtues. 

| The defection of the New England 
| market caused serious reprecussions 
|}in the anthracite regions in Penn- 
sylvania. It caused unemployment 
| which persisted year after year and 
|cost the people of Pennsylvania 
many millions of dollars in relief 
money. 
Department Set Up 


| The present state administration 
| created a Department of Commerce 
| several years ago which was charged 
with the task of helping business 
and industry in the state and re- 
| ducing unemployment. The depart- 
;}ment has done direct selling to 
bring industries to Pennsylvania 
and has conducted an energetic ad- 
vertising campaign in national! 
magazines to attract industries to 
the state. 

Today, the scarcity of fuel oil on 
the East Coast and in New England 
is causing many people to turn again 
to anthracite. If enough of them 
try it and like it, that market may 
be recaptured for anthracite. 

So, reasoned Mark S. James, Sec- 


One Order 


the A.B. 


count of 10. 


Two 
Youth Leadership Magazines, 
with a Total Circulation of 
1,550,000, All are members of 
{t a Group Dis- 


New York: 32 East 57th Street 


S 


Something About You? 


\ 


a little bit seared. 


ideas. 


Plates. 5 


ISTER BUSINESS MAN, we 
have made a discovery. We are 
supposed to be the foundation stones 
of business. What you eall the new 
layer, coming up. It seems we are 
vetting more important every min- 
ute. And that’s a thrill. Also we're 


You see, we haven't 
of experience at being foundation 
stones. Especially for big business. 
Most of our importance has been at 
home, in school, and in emergency 
jobs. Our leadership has been sort 
of guiding the flock who like our 


But, sinee we are going to be 
pretty important to you, we think 
it’s only square to let you know that 
vou are going to be pretty important 
to us. That’s why we want to know 
more about you. Real, frank, down 
to earth stuff. You needn't be cagey 
with us. Tell us what you are, and 
why you are, and all about you. Tell 


works. We think 


had a lot 


how, it’s not in 
from us to you! 


1.550.000 


of America’s 
Training for Leadership are ready to 
be on your side. And they do root for 


Hey! Would You Mind Telling Us 


us what you have today and what 
you'll have tomorrow. Give us the 


we are worth it. If 


we're not, then you are sunk and 
we don’t mean in shallow water. 
Go on, tell. We can 
write. We ean think, too. You'd be 
surprised what .. 
lot of us are thinking right now. 
Maybe this is a kind of clue. Any- 


read and 


. and how...a 


code. Its straight 


Youth 


the side they're on. They are far from 
inarticulate (as you know if you have 


ing business today 


for tomorrow 
coming market. 


any aged Il to 17 
they are doing plenty of thinking right 
now. Any business, for a fraction of its 
advertising budget can reach this Youth 
Leadership Group. Its worth the price 
to reach only the graduating class each 
year. Advertising to this group is insur- 


at your house) and 


plus building favor- 


able public opinion and buying habits 


. with the up and 


Send for Your Copy of “The Facts of Life for Business” 


~The YOUTH GROUP 


OPEN ROAD FOR BOYS « YOUNG CATHOLIC MESSENGER 
AMERICAN GIRL « BOYS’ LIFE « YOUNG AMERICA 


Boston: 729 Boylston Street 


Chicago: 9 West Washington Street 


Detroit: 2842 W. 


Grand Blvd. 


October 26, 1942 


SEEKS NEW MARKET 


The Romance Bebind Anlhvactle 


A NEW ENGLAND engineer 
tought coal to flow through a mountain 
in Pennsylvania 


oat 


DEPARTMENT OF COmmERCE 


Commoniweallh of Fen ne ylrana 


This is one of the series of new adver- 
tisements aimed at the New England 
market by the Pennsylvania Department 
of Commerce, urging conversion to coal 


retary of Commerce in Pennsyl 
vania, the big opportunity to end 
the unemployment situation in thx 
anthracite regions is here. State: 
are usually restricted, in the use of 
public money, to expenditures whic! 
will benefit all the people and not 
just one section or one industry 
But if Pennsylvania can help the 
anthracite industry re-establish it- 
self, the saving in relief expendi- 
tures will benefit all the people. 


Stress Partnership 


The Department of Commerce is 
therefore starting its campaign of 
advertisements, 3 columns by 15 
inches, which are semi-historical in 
character, and stress the two cen- 
turies of partnership between Penn- 
sylvania and New England throug! 
the anthracite industry. (The an- 
thracite industry in Pennsylvania 
was largely started by New England 
pioneers.) The copy is to carry 
considerable tie-up advertising by 
coal dealers in New England and 
by retailers of equipment which is 
used to convert oil or gas furnaces 
to the use of coal. 

The campaign was prepared by 
Ketchum, MacLeod and Grove, 
Pittsburgh, and is appearing in the 
Boston Globe and Herald Traveler, 
Union - Republican and News, 
Springfield, Mass., the Telegram- 
Gazette and Post, Worcester, Mass 
Providence Bulletin, Hartford Times 
and the New Haven Register. 
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. . . theme of the Eleventh New York Herald Tribune Forum on Current Problems 


ADVERTISING AGE 


at the Waldorf - Astoria, New York—Monday, November 16, and Tuesday, November 17 


This coming Forum—the eleventh Herald 
Tribune Forum on Current Problems—is 
being planned as a direct aid to our war 
effort. Its rostrum will be turned over to 
those who are thinking this war through 
... and helping to mould our objectives. 


The annual Forum on Current Problems 
began in 1930 as a small gathering of se- 
lected leaders addressing themselves to 
community heads. It has since become 
America’s Public Meeting... its subjects 
and conclusions always ahead of the cur- 
fentscene, a stimulus toforward thinking. 


At this time last year, when the eleventh 
forum would normally have been held, 
the country’s thinking was in a state 
% confusion. Looming war clouds ob- 
‘cured, for the moment, the aims of this 
lation. Today those aims are becoming 


clearer... and the demand that they be 
stated for all to understand is becoming 
more insistent. 


The Forum will carry out its record of 
organizing the best thinking this country 
can produce on the pattern of the world 
in which we mean to live. It will do this 
through those who link our effort to the 
world force that is the United Nations. 


Radio will carry the speakers’ words to 
the ends of the land and beyond. 
It is expected that the President, 
as is his custom, will bring the 
program to a close. 


Since it is an event of impor- 
tance to the nation, the speeches 
will be reprinted in full in a 
special Forum section to appear 


day, November 22, in the Herald Tribune. 
In that section also, those who lead 
the nation’s business and industry will 
tell their part, their hopes and aims in 
this fight for survival in a world that 
shall be free. 


The Forum on Current Problems will be 
a meeting of minds... for a clearer 
definition of aims...a tool for thé 
work to be done today ... and a creed 
for tomorrow. 
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FIC Opens Drive 
on Widely Sold 
Headache Powders 


Raleigh, N. C., maker of Hick’s 
Liquid Capudine. 

Chelf Chemical Company, Rich- 
mond, Va., maker and distributor of 
a medicinal preparation variously 
designated as C. C. Compound, 
Cc. C. C. C. and Four C’s. 

The contention that the advertis- 
ing of the remedies should “reveal 


| the facts” with respect to the con- 


Five Products Hit 
in New FTC Foray 


on Copy Front 


Washington, D. C., Oct. 21.—As| 
further evidence that its war activ- 
ities will not interfere with “busi- 
ness as usual,” the Federal Trade 
Commission this week opened a 
drive on the advertising claims and 
labeling of five headache powders 
and medicinal preparations. 

Cited in complaints charging false 
advertising and misrepresentation 
were the following distributors of | 
advertised brands: 

Emerson Drug Company, Balti- 
more, maker of Bromo-Seltzer. | 

Stanback Company, Ltd., Salis- | 
bury, N. C., maker of Stanback | 
headache powders and Stanback. 

B. C. Remedy Company, Durham, 
N. C., maker of B. C. headache pow- 
der and B. C. 


Capudine | 


Chemical Company, 


| sequences 


which may result from 
use of the preparations “under such 
conditions as are customary and 
usual” was common to all five com- 
plaints. 


Dangers Are Cited 


The FTC charged that continued 
use of Stanback and B. C. (al- 
legedly containing acetanilid and 
potassium bromide) or Bromo - 
Seltzer (allegedly containing acetan- 
ilid and sodium bromide) in quan- 
tities exceeding the recommended 
dosage would cause “dependence on 
the drugs therein contained, skin 
eruptions, mental derangement and 
collapse,” and that administration 
to children may be “dangerous and 


| injurious to health.” 
In the case of Hick’s Liquid Capu- 


dine (containing antipyrene and 
potassium bromide) the commission 
charged that such continued use 
would cause skin eruption, mental 
derangement and serious blood dis- 
turbances, and that its administra- 


tion to children would be dangerous effectively relieve tense, jittery 


and injurious. 


nerves and bring restful relaxation, 


Failure to warn against excessive | that it will relieve the after-effects 


dosage, the complaints charged, may 
lead the public to believe that the 
preparations may be safely taken in 
such amounts and with such fre- 


quency as may seem necessary to) 


accomplish the represented and de- 
sired results. 


Debates Sales Claims 


The commission also singled out 
advertising claims of each product 
as “false and misleading.” The 
claims were: 

That Bromo-Seltzer would coun- 
teract excess acidity caused by 
overindulgence; reduce acidity and 
alkalize the system; calm and soothe 
the nerves; settle a sickish or upset 
stomach or relieve the effects of 
fatigue caused by the loss of sleep 
and rest, and make one feel more 
refreshed and alert. 

That Stanback would give relief 
in cases of headache, backache, 
functional pains, neuralgia and 
pains following dental work; and 
that it is reliable and trustworthy. 


of overindulgence in food or alco-| 
holic liquors in excess of providing 
temporary relief from the usual 
accompanying headache, and that 
administration of the preparation 
before travel can be depended upon 
to ward off so-called travel head- 


| ache. 


| manufacturer of the product. 


That use of B. C. would provide | 


effective relief for a foggy, jittery 
and generally “all-in” 
‘that it always affords relief for 
headaches and neuralgia and that 
it is safe and harmless. 

That Hick’s Liquid Capudine will 


...and 


HERE tomorrow! 


‘ « 
? wk tc ae 
_ Ln 


bat Pa ‘s * 
ge yy 
. oo) 's* 

Pe 


thousands now nearing 


% Portland’s population is climbing. Portland's 
payrolls are soaring. And, Portland’s prosperit 


% Portland is building for post-war st; 


completion. 


ility... 
residents 
ceep them 
ing. Payrolls 
»pulation has 


increased over 20% BUT.,. A@rtland 1s growing 
cuith its feet on the ground 
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condition; | 


| 


| 


| 


The complaint against the Chelf 
Chemical Company charges “gross 
exaggeration” in representations 
that the product removes, remedies 
or cures the cause of headaches, in- 
digestion, neuralgia and nervous- 
ness; that it will relieve the effects 
of overindulgence in food or drink; 
that its ingredients are harmless and 
can be taken often safely, and that 
it will have beneficial effect in re- 
spect to the alkalinity of the blood. 

The commission also issued a 
complaint against the Ulrici Medi- 
cine Company, Inc., New York, dis- 
tributor and owner of the trademark 
of Ceregen, and Trans-Pac Services, 
Inc., Long Island City, present 
The 
complaint charged that the respon- 
dents, in Spanish language radio, 
newspaper and direct mail adver- 
tising have falsely and misleadingly 
advertised that the preparation is a 
concentrated food for the nerves and 
blood; that it will have significant 
effect in strengthening the organic 
system; that it will fortify tired 


Gas Companies 
Urge Teamwork 


“Fight” is the theme of new ad- 
vertising copy released by Terre 
Haute Gas Corporation and Indiana 
Gas & Chemical Corporation, Terre 
Haute, Ind., manufacturers of city 
gas and chemicals. The drive is a 
continuation of one used to create 
new jobs back in the depression 
days when jobs were scarce. The 
companies then urged teamwork in 
creating new jobs, and used ex- 
tensive newspaper space and out- 
door posters to put over the mes- 
sage. 

The present campaign asks fo: 
teamwork in the fight for victory 
Newspaper advertisements repeat 
the outdoor poster style of presen- 
tation. Conservation suggestion 
are also included in the copy. Ar- 
bee Agency, Inc., Terre Haute 
handles the account. 


Gets Biscuit Account 

Richard A. Foley Advertisin; 
Agency, Philadelphia, has _ beer 
named by J. S. Ivins’ Son, Inc. 
Philadelphia, as agency for its lins 
of biscuits and crackers. 


Names Gray & Rogers 

Gray & Rogers, Philadelphia, ha 
been appointed to direct advertising; 
for Pennsylvania Warehousing and 
Safe Deposit Company, Philadel- 
phia. 


| systems and restore and calm the| 


nerves; and that it has substantial 


| value in treating anemia, neuras- 


| 


| States will not be as unprepared for | 
peace at the close of the present | 


thenia and nervous ailments. 


‘We're Prepared 
for Postwar Era,’ 
Merriam Assures 


Chicago, Oct. 21.—The United 


|; war as it was in 1918, Charles E. 
| Merriam, University of Chicago pro- 
| fessor and vice-chairman of the Na- 
|tional Resources Planning Board, 
told the City Club here this week. 
“We are not going to send our 
boys in the armed services home to 


| sell apples, nor will our army of 


| 


| 


war workers be walking the streets 
looking for a job,” he commented. 
The principal reason for Prof. Mer- 


diam’s optimism apparently is the) 


vast backlog of public works which 


he feels will be kept on tap to tide | 


America through the readjustment 
period. He outlined the main ob- 
jectives of the nation’s 
planning as: 

1. Full employment of the 30,- 


000,000 workers returning from war 


production 
tions. 

2. Maintenance of the national 
income at $100,000,000,000 or more 


to peacetime occupa- 


|a year. 


| 


3. Preservation of the 40-hour 
week and present wage standards 
for labor. 

4. Release of employed youth, 
the aged and such women as desire 


}it, leaving them free to return to 


| school or to the home. 


“We may look forward,” said Dr. 
Merriam, “to broad zones of indus- 
trial development in the postwar 
period. The present emergency has 
revealed unexpected possibilities in 
the form of new uses for natural re- 


| sources and new types of inventive- 


” 


ness and skills. He admitted that 
technological unemployment will 
pose a disturbing problem, but sug- 
gested that this could be met by the 
government. 


KOW Has Co-op Show 

KQW, Columbia _ Broadcasting 
System outlet in San Francisco, has 
designed a novel cooperative pro- 
gram called “San Francisco’s Open 
Door,” which is sponsored by seven 
competitors, San Francisco’s leading 
department and _ specialty stores. 
This represents the first venture 
into radio advertising by the depart- 
ment store field in the West Coast 
city. 


\WHO Extends Schedule 


Station WHO, Des Moines, Ia., 
has added two hours to its broad- 
casting schedule, and now operates 
from 5 a. m. to 1 a. m., daily. Two 
newscasts were added also, so that 
the station now has 71 sports, farm 
and news shows a week. 


postwar | 


They are buying 


| TODAY 


They'll buy more 


TOMORROW 


at money will buy these days 
—and they have the money to 
buy it! They are forming new 
buying habits in their new 
homes... buying habits that wil! 
stay with them. 


You can get them in the habit 
of buying what you have to sel! 
with advertising in the dail, 
Journal, Portland’s only after 
noon newspaper, the newspap« 

with its circulation concentrated 
in this spending area. 


THE PORTLAND AREA 
—Oregon's Primary Market 
Here in one county, month 
month, industrial payrolls «re 
almost double those in Oregon s 
remaining 35 counties. 


76% 
(112,129) of the daily Journal's 


circulation is concentrated in 
Portland. Here the Journal leads 


...-by 20,450 FamiLics! 


THe JOURNAL 


Portland's Afternoon Newspayer 


PORTLAND, OREGON 
Represented by REYNOLDS-FITZGERALD.. ** 
Chicago, Philadelphia, Detroit, Los Angeles, Son fore" 
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WHEN WHIRLAWAY WINS BY 
Te 


The breathless voice of Clem McCarthy almost tears the tubes ovt of the radio. "It's close... 


Whirlaway wins by a nose!” The winner pays off, and his rider gets the glory, but wha 


A NOSE / 


very close... and Whirlaway..- 


about the fellow who /ost hy a nose? 


He finishes in the money... but not much money. He was good, hut not quite good enough. 


Whether he /ost hy the length of Shirley Temp/e’s nose or Jimmy Dvrante’s nose makes 


© This #s a familiar situation in the advertising business. The difference between an ad that 


difference. It hurts to lose hy a nose. 


Jes like a brilliant 


jewel in the pages of a magazine, and /ts competitor that shines with an ordinary light. may be only the norrow difference 


that separates fine engravings from those that are only “good enovgh.” This difference of 


quality #s a matter of detai!/—extra care, precision, crattsmanship, but #t offen Jooms as farge as 
Advertisers and agencies who know this, ranging from the Atlantic to the Pacific, $ 


color copy to us for reproductions that win. 


COLLINS, MILLER & HUTCHINGS 
Chicago Photoengravers 
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ADVERTISING AGE 


October 26, 1942 


Voice of the Advertiser 


This department is a reader’s forum. 


The Right Emphasis TO THE WORKER 


To the Editor: In your Sept. 28 
issue of ADVERTISING AGE in the col- 
umn “Rough Proofs,’ Copy Cub 
gives a tip to copywriters “exuding 
enthusiasm over Army-Navy ‘E’ 
awards: ‘Don’t forget that the pen- 
nant for production achievement is 
given to the workers and not the 
brass hats.’ ” 

Just thought you would be inter- 
ested in seeing an advertisement we 
did for Food Machinery Corpora- 
tion recently which we think would 
meet with the Copy Cub’s approval. 

LUCREZIA KEMPER, 

Albert Frank-Guenther Law, 

Inc., San Francisco. 


| 


Stresses Research on 
Secondary Readership 


Foon Machinery ConpeRnarion 
We read with interest ADVERTIS- u aa] 
ING AGE’s report (Oct. 19) of Gor- 
don E. Coles’ proposal that the Audit 
Bureau of Circulations supplement 


Unstinted praise for the plant worker 
dominates this wartime copy which ap- 
peared in newspapers and magazines 


|vast adman manpower 


its service with the checking of during September and October. 
“secondary” circulation. 

As far as we know, there have/ yrement of such readership by the 
been four sizeable publication! a BC. 
studies of this subject. First, the Herbert DRAKE, 


exhaustive Life researches; second 
and third, studies on a smaller but 
significant scale by True Story, and 
lately a comprehensive study by 
Elmo Roper for Good Housekeeping. 

While the Life and Good House- 
keeping studies were restricted in 
number of magazines studied to the 
publishing fields served by each, all 
four studies found a common meet- 
ing ground in the True Story re- 


Promotion Manager, True Story, 
New York. | 


vy v 

Orchids for Les Drew 

To the Editor: I have read with | 
| interest the letters of both publisher | 
|Harold Rosenberg and adman Les 
Drew in “Voice of the Advertiser” 
in recent issues. 
How Mr. Drew’s remarks could | 
‘ted into the sup- 


. rhic “OVere sading ; . : 
ports, © hich covered 14 leading) posed-wisecrack of the Copy Cub in 
magazines. cece et ‘ 

. your issue of Oct. 12 puzzles me. | 
» ‘e 5 +4 avors . 
at Mr. Drew did not say _ business | 
Reduced to common denomin y 


the four studies show close correla- 
tion and indicate increasingly profit- 
able new uses for magazines. 

The True Story reports have been 
recently reviewed and published in 


papers are not read—he said “Few 

trade journals are good enough”’ to 
get reading. His obvious reading of | 
ADVERTISING AGE doesn’t contradict | 


; oe te a * this; it merely places your good 
a booklet entitled “Latest Facts publication among the select few, 


ne eae suites the tad et tame | where I personally feel it belongs. 
and Good Housekeeping in the field You ee oe Mr. Drew orchids 
of secondary readership with those | rather than ‘Semmes C _ 
found by True Story. Advertising : <r ae A 
men who have analyzed these sing Advertising eee” 
have remarked at the high degree - 
of correlation found for the maga- 
zines jointly studied. 

For fresh information on this im- 
portant subject, True Story last 
week authorized Crossley, Inc., a 
conduct another such study in six 
major markets. In this new study | 
we feel fortunate in having as coun- May we have the privilege of re- 
sel the committee headed by Paul printing or quoting, prov ided due 
Cherington which plotted the for-| credit is given the source? 
mula used by Life in its studies. Harry M. SMITH, 

For its part True Story would| President, Liberty Show Print- 
welcome the acceptance of Mr.| ‘ig Company, Pittsburgh. 
Cole’s proposal with its authorita- | 
tive and attached review of this im-| 
portant element in the use of maga- | 
zines. We hope that 
additional evidence to the volume!the Editor” in 
and importance of “secondary” or | 
“passed-on” circulation is contrib- | 
uted by this new True Story proj-| 
ect will serve to hasten the meas- | 


Western 
Conde Nast Publications, 
cago. 


Permission "Granted 

To the Editor: Your “Why Senti- 
ment Improves” editorial appearing 
in the Oct. 19 issue is inspiring and 
what is said is apparent. 


v v v 

Doing Their Share 

To the Editor: I read with inter- 
whatever | est Richard Hamburger’s “Letter to 
the Oct. 5 issue, 
regarding the Adman and his farm. 

To a degree I agree with Mr. 
Hamburger as I am an art studio 
man owning and helping to operate 


*Source: CAB | 


Letters are welcome. 


a farm. I have assisted in building 
three-fourths of a mile of fence, I’ve 
cleaned barns and hen houses, fed 
pullets, plowed, fitted ground, filled 
silos, loaded corn and done a num- 
ber of other odd jobs that formerly 


were done by a hired man, now in| 


service. This has been done on 
Fridays, Saturdays, Sundays and on 
two vacations of ten days each. 
General Hershey does know of the 
in swivel 
chairs who own farms and he like- 
wise knows great numbers of them 
are assisting their tenant farmers 
and when he calls for an all-out, 


|they are willing and ready to don 


their overalls and pitch in to feed 
the United Nations, our boys in 
service and the folks back home. 
Don’t belittle the city farmer, Mr. 
Hamburger; he will do his bit and 
it will be an eighteen-hour bit—not 
eight hours six days a week. 
LESTER F. GRIMES, 
Cleveland, O. 
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Double-Use Copy 
To the Editor: Enclosed you will 
find an advertisement which is 


interesting from the neiaiinaies of 
dealer utility. It was the idea of| 
Robert Everett, 
ager, King Midas Flour Mills, Min- 
neapolis. This advertisement ap- 


pears on the back cover of the! 


“HOARDING” FLOUR 
IS PATRIOTIC 


Stock Up NOW On 
ENRICHED dig Mlidao 


Storage space for the new wheat crop is 
urgently needed. Every housewife can help 

lay in your winter supply of Enriched King 
Midas Flour now! Every barrel you store in 
your home creates storage space for nearly 
5 bushels of wheat. 


FLOUR 


SPECIAL LOW PRICE ON BARREL LOTS OF 
ENRICHED KING MIDAS FLOUR... 


SALE PRICE ¢ 
PER BARREL 
October issue of The Feed Bag, 


merchandising magazine of the feed 
industry. 

The advertisement is actually 
directed to the consumer yet it 
appears in a_ publication which 
reaches the retailer, wholesaler and 


advertising man-) 


2 | manntoctawer. The feed man who 
handles King Midas flour is urged 
‘at the bottom of the copy to “post 
this ad—with price inserted—on 
your bulletin board or windows.” 

The dealer merely had to insert 
the special price he was offering on 
flour in barrel lots. The advertise- 
ment explains why it is patriotic to 
hoard flour—since every barrel of 
flour stored in the home create: 
storage space for nearly five bushe); 
of wheat. 

ELDON ROESLER, 
Advertising Manager, The Feed 
Bag, Milwaukee. 
vgsfses 


Placing Credit 
for the Army Jeep 

To the Editor: In the last tw: 
years you have heard much abou’ 
the Jeep and we have been a littl 
bit shocked that very few peopk 
know where the name originatec 
and how it originated. 

Minneapolis-Moline does not wan‘ 
to take any undue credit becauss« 
really the Army boys at Camp Rip- 
ley, Minn., named one of our con 
verted farm tractors the Jeep. 
am attaching copies of letters tha: 
|W. C. MacFarlane, our president 
sent to the editor of Life, and als: 
a copy of the letter he sent to the 
United States Army Informatior 
Offices in Washington, D. C. 


— to 


st 
r 


; es : % ; a ; r meme aed be ih Ni ak ee ies a by Fhe Mee is yl gee % se 
seer : r j i 
oft 
20 ee Po 
oe = a ae eS en eee 
a 
‘ i 4 ee 
per scsta a a, 
ie | m ARMY. . 
a aan yp NAVy 
‘ee er ce o 
= hint j 
a. 2 oa 
Sat ee BACK OF THEDEED 
<7. i ez me STANDS THE DOER 
: oe ; : wy _ Se eee erate of Oe ataey 
= | Vie mente Rane eee, 
ay 1} » oo? esunany Copenaess tesa Geass 
\t ~ ow en Asm Navy Pratemas 
aes a “ ek nett see ae 
Pe ae | ; elma ctvte t tap orn hoy 
. ie Se P| 
ie | amenenenteions | 
; 7 i Lc: Mm, — ae fe Loy 
C 
ye a , 
pe ter t 
sei — 4 = 
ee. 4 a 
— = 
a 
ek. ols 
ee 
aie 
— < 
ial .v i : ee . 
SS a 
7 hg oe 
a pe 
oe a 
J . eo P : tf Ve ye " . 
ales a e~ moe * : TS 
Bess i . 2 eae ae ee 4 
ite 7a : Riots eee resid “vam eee + 3, ee : 
‘ »hann ae. : ‘ 
- N di : ae 
i - a ae am » 
i ll bes much j - —@, Pe ~~ *. 
Fees ; e a ae F . 
a ee a) >. ae a 6 AN. lll 4 
eee — ™ f ; “ a. 
“oe eae j ae . t . 
<a ee i . ~* Ga 4 
ae ee ee fisted a ’ . 
iieiee ri ps" ‘aa a ne / ( ‘ ss 
plete Re J SE eo: I ia a fs esr, 8 i 
“> r UI, €. 
i oe le «east - ‘ 
ssiililiaal ee ess 2 tf . 
Bt Jao ie a. ae Aes aa la t 
. o] at +s a ‘ e a 4) he hea ag :. a ee ‘ pf ' 
a aa a’ a 3 x Die . = ‘< i a % ‘ihe a , 
ee a ee a CBs 7 ae , s: 
Fhe Wa ies? alll ; eb? Sis a Pe 
res — sai r ; ae nN 4 : aS 
ae . F 5 : are, ae , a. Pe 
. —_" ’ LA "4 : , j sit ff at ‘ P Me a . : “ 4 - 
- 4 36 aes 
a A - 2 7 eee ‘tw "a 
= ff. 4 or 
i atl “ 2 , : ait 4 iF hal F 
Al i 
< eo: . ° Ki “ , ne y > 
i) = = q : § , 4 fF 
ae a: , ; ‘ on {o. te. 
m_ ae ‘ ‘ob A 7 ‘7 & ¥v ' A 
“a —_ - f it LF | ; . © * 
_ 4 4p | os 
a al . i, “ 
es a Cae i? 
j bad : : fe . | . . ahd , ry ‘ 
ae ¢ = owe ae a ae Ps °, ~~ > 4 . 
| , ° : pets y 
a . . , tp ¥ > 
3 j : : ' eS sy of A _? 
tee ; =e t ° , 
. / Ps } : 
> i, ‘ah 4 => a a j ‘] Py. i : 
“ee ~~ SS a LAF a ae (ae, Sie a YY 4 = = y 
alle PA on ae e: ie ae aa D ie | 7. <t- 
ee a i ~ boas 4 7 te ao | “ . —- “, 
- = Se ee ag PL ae — ae Vif MLA ae 
A. op 20° Programs WF 
i Z > ‘ . a -_ sm Le 
ae a. Mee My a SN SN 4 ——— «=~CrC 
‘ apc ae ra oi ai a ok eS) SQM \ _ A —— yi / r] 
Beis 5 /abge ee nae = Gilles et ae ae vi So SAX sr. 
ae ‘ Perit Seta eas all: ae SL =, 
es | Ee 7)» ’Exzaa 
a | ia i a —  \\ VANS ae 
7: = Sh): a oe a. \\ ‘AS ee a 
~ § 4. ; DVO JA a . , a“ 
~ . WYN \ Le 
‘ F \ f \ ‘ ‘ - 
is : f Hing ' a ; \ ‘ \\ rity . — 
se = Pee ci het ; ‘ “Silos & ar } ae » \ = ‘ - a 
a Bee og Bee eae = eg ae eae a ml a lf we Ray , z. - 
v : a SSS. 5 ee or % re ANS ee F & E 
= i i a: aS we Le. 
hy q i 
hs dae 
o2 9 Boy ee 
74 a ; 
i or ee 
* SES = aati = ay {ae > ete, ill ie Ae aes EE hal ag cxiieeiy an ee ties go: LS i BEA Te Eee ne i ae a Pe 4. 
a rin ee ae oe nr > > ge eM Pe ore age ; ae oy res ee ae Bae EO, i RE ia Wie AE DNS gre” cae ga Te eee “ aa 
ate ee es, Mire Raa CERT RES 0a ears LEE ee EIS CBE Cy pe caicsd ee, Me jaa ame ae 
oe 2 ae ad oe a ~~ “i of Age Pia Ss Be) oa) Tes Nt \ a os x bat z < é gina igo Se 
yy ae a a4 a. es a mip oan es fe 4 ae. we o_ oer 4 wT Pa at a) a a a 4 ee PL hae Se eee ee 


October 26, 1942 


ADVERTISING AGE 


21 


Army tractor during their summer 
encampment of 1940. The word 


words, “General Purpose,” (GP) 
but was taken from the Popeye car- 
toons. 

Minneapolis-Moline, as far back 
as 1938, was working on the conver- 
sion of a farm tractor to an artillery 
orime mover and, as Mr. MacFar- 
lane explains, some experimental 
models were placed in the Army 
naneuvers at Camp Ripley in 1940, 
is a continuation of the experiments 
onducted there the previous year. 
‘ollier’s of April 5, 1941, discussed 
he subject of Jeeps and the farm 
nachinery company they refer to is 
Vinneapolis-Moline. 

Lately there has been much con- 
ersation in some farm papers about 
iow the converted automobile, that 
s, converted into Peep and now also 
alled Jeep, might later be used as 

tractor on the farm, particularly 
fter the war is over. Some dem- 
mnstrations have even been put on. 
Now it is our humble opinion that 
the farmers would be much inter- 
ested in knowing that the Jeep at 
the beginning was not an automo- 
bile converted into some kind of 
tractor, but rather a farm tractor 
converted to serve our armed forces. 


They explain how the Minnesota Photographs officially released by | 
National Guardsmen at Camp Rip-| the War Department show the MM 
ley first gave the name Jeep to an| Model of the Jeep originated by the 
| company, as well as the six-wheel 
| MM Jeep used in hauling anti-air- 
Jeep is not a contraction of the two | craft guns. 


B. D. GRUSSING, 
Advertising and Sales Promo- 
tion Manager, Minneapolis-Mo- 
line Power Implement Com- 
pany, Minneapolis. 


v Vv , 


You're Very Welcome 

To the Editor: In the Oct. 19 issue 
of ADVERTISING AGE, we were very 
much attracted by the cartoon page 
headed, “We can’t equal their sacri- 
fices, but we might try.” 

We would very much like permis- 
sion to reproduce this page in our 
company magazine, the “Zenith 
Radio Log,” which is published once | 
a month and mailed to all of our 
employes. We would also like to 
use it in our field newspaper, the 
“Radiorgan,”’ which goes to Zenith 
dealers and distributors throughout 
the country. We would, of course, 
give ADVERTISING AGE the usual 
credit line. 

N. H. TERWILLIGER, 

Sales Promotion Manager, Zen- 

ith Radio Corporation, Chicago. 

To the Editor: Could you grant 
us permission to reproduce, with 


proper credit, in our little company 


sublication, the “Oklahoma Meter,” | 


he splendid cartoon in your Oct. 1¢ 
ssue, ““We Can’t Equal Their Sacri- 
ices But We Might Try’’? 

If you have no ruling against it, 
ve should be very glad indeed for 
he privilege of reprinting it for ow 
‘eaders. 

I want to take this opportunity tc 
ell you how much I have enjoyed 
your whole issue of the 19th. The 
yeautiful color pages and thei 
‘elated copy were of particulaa 
interest. 

HARRIETTE BIRDSEYE, 
Advertising and Publicity De- 
partment, Oklahoma Gas and 
Electric Company, Oklahoma 
City. 


[Editor’s Note: The cartoon wa 


irawn for the Treasury Departmen | 


ind Miss Birdseye, as well as other 
who may feel similarly about it 
datriotic message, may reproduce i 
without credit to ADVERTISING AGE. 


v v v 
Auto Feature 
To the Editor: You will find 
attached proof of an automobile 


feature page which the Philadelphia 
Evening Bulletin is publishing today 
in the interests of the automobile 
industry. 

The thought behind this page is 
quite evident from the copy. The 
Bulletin wished to do something for 
the industry at this time as ordi- 


NEW MODELS 


— 
| — 


Unconventional new models for the auto- 
mobile industry are unveiled in this 
"co-op" advertisement. 


‘ealers in Philadelphia are all dis- 
laying proofs of this ad in their 
vindows and show rooms. The 
utomobile manufacturers here are 
ery appreciative of this coopera- 
.on on the part of the Bulletin. 
The Bulletin is making this page 
vailable to newspapers throughout 
he country and is sending a mat of 
he page ad to any newspaper re- 
uesting same, only charging for the 
ost of the mat. Of course, the idea 
n back of this is that a number of 
ewspapers all over the country will 
running this page and the indus- 
ry as a whole will receive hun- 
‘reds of full pages of publicity. 
The Bulletin feels that it is par- 
icularly important to keep these 
utomobile names alive among the 
v‘inger generation, who, at some 
future time, will be in the market 
for automobiles. It would be unfor- 
tunate to have famous automobile 
names become vague recollections 
of the past instead of representing 


narily 
year when the new car announce- 
ments would be running. The Bul- 
letin realizes that the automobile 
companies are doing 
possible to 
their dealer organizations and felt 


that an advertisement of this nature 


would be of some help in holding 
up the dealer morale. The local 


sticks to 


its 


TTING 


This entire organization is dedicated to every service that 


will help win the war. In this emergency Champion sticks 


to its highly essential task of producing vitally important pa- 


per products in the quantity and form that best serve Gov- 


ernment, fighting forces, and war industries. Included are 


pulp for explosives, waterproof papers for wrapping shells and 


munitions, paper for food containers, blackouts, war maps, 


and paper substitutes for certain critical materials. Cham- 


pion is proud of an ever-growing share in the war effort. 


MILLS AT HAMILTON, OHIO... 


and Tablet Writing 


DISTRICT SALES OFFICES 


FQPyICTORY | 
[?, 


. CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
... 2,000,000 Pounds a Day 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


this would be the time of 


everything 
keep up the spirit of 


live, going organizations actively 
producing most of the armament 
being used in the war. 

We thought that ADVERTISING AGE 
might be interested in the story 
behind this promotion. 

E. J. McGILt, 

The Philadelphia Evening Bul- 

letin, Detroit. 
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‘Manna from Heaven’ 

To the Editor: Copy Cub, prais- 
ing Atlas Prager Oct. 5, is manna 
from heaven—kindness and light— 
water in the desert—all things to 
all men. 

As the originator, or should I say 
perpetrator of such Plug Shrinker 
irritants as “Atlas Prager—Got it? 
Atlas Prager—Get it!”—‘“Whizzzzzz! 
Best nickel candy there izzzzzz!’’ 
and “Oh, Lady! Lady, lady, lady! 
Saves you cooking, saves you cash, 
get that Broadcast corned beef 
hash”’, we have been the subject of 
brickbats from such delicate souls 
as the writer of a Reader’s Digest 


article. As a consequence, we 
merely retire at night but never 
|sleep. The specter of these people 


| pointing their fingers at us as the 
j}cause for their baldness resulting 
| from tearing their hair by the roots 
whenever they hear our “master- 
| pieces,”’ keeps us awake in agony. 
But Copy Cub came forth with a 
wreath of hops—it is such a solace. 

We wish we could gather together 
a convention of the Plug Shrinkers 
and show them the sales charts of 
the advertisers using the announce- 
ments which make said Plug 
Shrinkers writhe. It’s really too 
bad but the sales keep running up 
the charts until they stain the walls, 
so we will have to keep on with 
them ad infinitum, ad nauseum. 

I. J. WAGNER, 
Arthur Meyerhoff & Co., 
Chicago. 


‘*With Good Luck 
I'll be in Peoria 
By Thursday!” 


With travel at a premium, 


augment a bogged-down 


sales foree with some 
suitable effort, say, like a 
campaign in Cappers 


Weekly. 


Dependably consistent re- 
the 
dent for you to follow. 


CAPPER WEEKLY 


sults establish prece- 
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Bataan in the 
Armed Forces 


(jg) in the Navy. 
Former employes 
|Kaufman Advertising, 


. |and Baltimore, who are now in the 
Chapman H. Hyams, III, second include Theedere D. 


|}armed forces 

ice-pres he Times-Pica- j 
vice-president of the Times-lce |Mandelstam, formerly assistant 
yune and the New 


Orleans States| .. ; ; : 
office manager in Baltimore, now in 
for the past five years and a mem-| 


ber of the papers’ board of directors | cers’ training school for the sig- 
since 1923, has been commissioned | 


: : , * yroduction man, now with the air 
a captain in the Marine Corps} 4 

| forces: 
reserve. Orces, 


Capt. Hyams was sworn in| ~. and Larry Blumenfeld, now 
by Maj. Meigs O. Grost, a former | with the Army’s chemical warfare 
employe of the newspaper now in| @!Vision. 1 

charge of Marine public relations at, Myron V. Gray, advertising man- 
Southern recruiting headquarters in| @ger_of Kraft Cheese Company's 


Atlanta. Capt. Hyams has been) ©an . , 
assigned to Quantico, Va., for train- missioned a second lieutenant in the 
ing. Army air forces and assigned to 


Florida for training. 

Philip R. Manfre, for the past 12 
years advertising manager 
Lester Piano Mfg. Company, Phila- 

Some 21 members of the staff of delphia, has enlisted in the Army 
the Tribune-Star, Terre Haute, Ind.,| air forces and is training to be a 
are now in the armed forces, includ- | glider pilot. 
ing Samuel D. Heaton and William Bernice E. Lohff, formerly in the 
R. Burke of the advertising depart-| advertising department of Acme 
ment. Mr. Heaton is with the Army, Steel Company, Chicago, has re- 
Mr. Burke with the air forces. ported to the WAAC at Ft. 

Warren L. Stump, art director of | Moines, Ia. 

Pollyea Advertising, Terre Haute, | 


Walter Booth, formerly copy chief | 
of Stanley Pflaum & Associates, has | 
been commissioned a lieutenant in 
the Navy and is now on active duty. 


with William Esty & Co., New York, | Harvey Luce, art director of M 
has been commissioned a lieutenant; Manus, John & Adams, Detroit, is | Worcester, Mass., has been commis- 
|now a captain in the camouflage | sioned lieutenant (jg) in the Navy. 


| 
| 


of Henry J. 


|/nal corps; Marshall Jacobs, former | 


San Francisco office, has been com- | 


of the) 


ADVERTISING AGE 


ac- | Murhall Advertising 


Company, 


section of the Army, and is sta-| His daughter, Madeline F. Murphy, 


Washington | tioned at Ft. Belvoir, Va. 


will continue the organization in his| 


Hugh W. Johnston, formerly in| absence. 


|the production department 


| 


of | 
| Brooke, Smith, French & Dorrance, | from the sales staff of Joseph Her- | 


George J. Arkedis has resigned 


Detroit, has been commissioned an | shey McGillvra, New York, to accept 


ensign in the Navy and assigned to|a commission as lieutenant (jg) in 


|active sea duty. 
Robert Uhl, formerly an account 
representative 


York, has been commissioned a 
captain in the Army services of 
supply, and is assigned to head-| 
quarters. 


Miss Norma Gibb, formerly space | 


buyer in the Toronto office of J. 
Walter Thompson Company, has 
been commissioned a second lieu- 
tenant in the Canadian Army aux- 
iliary. 

Lester Meyers, Jr., formerly in 
the display advertising department 
of the Cincinnati Times-Star, is now 
a private with the Marines. He was 
reported on Guadacanal Island, 
scene of the fierce fighting in the 
Solomons. 

Damon Swann, sales and adver- 


Des | tising manager of the Piggly Wiggly 


Corporation, Atlanta, Ga., has en- 


Leonard Tarcher, formerly with) listed in the Army and will be sent 


Ind., has been inducted into the| J. D. Tarcher & Co., has joined the|to an infantry volunteer officers’ 


Army at Ft. Harrison, Ind. 


Frederic E. Sturmer, formerly’ training station, Newport, R. I. 


Navy and is assigned to the Naval} candidate school. 


Frederick J. Murphy, head of the 


the Navy. 
Thomas J. Corey of Compton 


with BBDO, New, Advertising, New York, media de- 


partment, has enlisted in the Army. 
Allen S. Flouton has resigned as 
assistant account executive at 
Compton to join the Army. 

Joseph P. Kelly has resigned from 
the advertising department of John 
F. Trommer, Inc., Orange, N. J., to 
join the Army. 

Joseph P. Quine has joined the 
United States Army engineers doing 
construction work in Hawaii. He 
was formerly with the advertising 
staff of Devoe & Raynolds Company, 
New York. 


Opens Advertising Course 


The School of Advertising of 
Golden Gate College, sponsored by 
the San Francisco Advertising Club, 
has inaugurated an advanced course 
in wartime advertising under the 
direction of Car] Zachrisson, account 
executive with N. W. Ayer & Son, 
assisted by other specialists. 


Mthoul the 


idle 


a San Diego landing field would be very discouraging 


Without the middle-income* families, San Diego, California, 


sales record figures are equally discouraging. 


There are 63,960 families in San Diego, 35,882 of whom 
are in that sales-important middle-income group. Get at them 
with a sales message and you're reaching one of the most impor- 


tant money-spending groups. 


Two out of every three San Diego middle-income families 
read THe Famity Circie weekly (Starch Consumer Report). 
If you want to reach these good people of San Diego, as well 
as the middle-income groups in many other population centers, 


include Tue FAmMity Circe. 


* $1000 te $3000 


E 


ducators Stress. 
Objectivity in 
Consumer Study 


New York, Oct. 21.—The three- 
year study of consumer education, 
which has been undertaken by the 
National Association of Secondary 
School Principals with financing by 
the National Better Business Bur- 
eau, will emphasize objectivity in 
its work and will be guided by. post- 
war considerations as well as cur- 
rent economic problems, officials of 
high schools throughout the coun- 
try were informed this week. 

In discussing the scope of the pro- 
ject, details of which were reported 
in ADVERTISING AGE June 8, the as- 
sociation pointed out that “explora- 
tory studies and numerous inter- 
views have already shown that of 
the people who have hitherto beer 
concerned with consumer education 
many fall into two general classes 
some who wish to use the schools 


for promoting the interests of busi- 
ness, and some who wish to use the 
;schools to reform the economic 
| structure of our society. 
| “The committee in charge of the 
proposed study will carefully guard 
| against lending itself to advance the 
| interests of any business enterprise; 
on the other hand, it does not con- 
ceive its function to be the reform 
,of our economic structure. The 
study will endeavor to aid the 
schools in their effort to make youth 
more intelligent, conscientious and 
effective consumers in the society 
| in which they live.” 
Thomas H. Biggs, professor of 

| education at Teachers College, Co- 
lumbia University, is director of the 
| project. Serving with him are five 
'educators appointed by the associa- 
tion, and a group of six business 
,/men named by the National Better 
Business Bureau. 


| 


Names H. V. Simpson 

| Harold V. Simpson, formerly with 
| Seaboard Lumber Sales at Van- 
couver, B. C., has been appointed 
permanent representative of the 
West Coast Lumbermen’s Associa- 
tion at Washington, D. C. 


Ellis Moves Offices 
| Sherman K. Ellis & Co., New 
York, has moved from 500 Fifth 
avenue to the seventh floor at 247 
Park avenue. 


| JACKSONVILLE'S 
| POPULATION 
| SOARS AS RURAL 
| SECTIONS SHOW 
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Advertisers 
JOURNAL 
centrated 
Sales 


Are Swinging To The 
Which Offers Con- 
Circulation Where 
Are Concentrated 
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URING 


has become 


Jackson 


an important war 


the last year 


| dustrial city with a population of 1 
Much of 

| labor employed by local shipyards 
| mills has been 
| 


than a quarter-million 
drawn from the ru 


sections On the other hand, rura 


merchandise is becor 


the 


tribution of 
difficult bee tire and 


shortage 


ause of 


in markets and 


T HESE changes 
tribution are 


being studied 
closely by advertisers and agencies 
sulting in a swing to JACKS* 
VILLE’S AFTERNOON NEWSPA! 
Through The JOURNAL you rece 
concentrated circulation where 
are concentrated—and at a substa 
saving in rate. It will pay yout 


vestigate The JOURNAL before ma 
up your next schedule—largest cir 
tion in its history and no increa 


rate! 
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| : . 

|Company shared the page in Life 
}introducing the scratch remover. 
| These were the Old English house- 


‘Begins Two Magazines 


Parents’ Institute, Inc., publisher 


Selective Service ‘Campaign Begun 


of Parents’ Magazine, has brought 
out its 10th and 11th periodicals, 
“True Aviation Comics Digest,” a 
quarterly magazine for boys, and 
“Funny Book,” a magazine contain- 


Defines ‘Critical’ 
Radio, Press Jobs 


Washington, D. C., Oct. 20.—The 


With the October issues of out- 
door magazines, O. F. Mossberg & 
Sons, New Haven, Conn., has re- 
sumed consumer advertising. The 


/copy, headlined “Share Your Rifle 


Tests for Old 
English Polish 


Jersey City, Oct. 20.—Following a 


hold cleaner, paste wax, no rubbing 
wax and “3-in-one”’ oil. 

Blackett-Sample-Hummert is the 
agency. 


National Selective Service has ap- i78 comics, stories, puzzles and) with’ your Neighbor,” features in- | series of tests throughout the New : 
plied the brakes to rapid induction | 8®™€S_ for ‘em ae R— . stitutional, patriotic and merchan-! England area last spring, A. S. Dodge Executives Launch 
, ~asti _.| Magazines se . Cone 'dising appeals. ‘le any, subsidiary of i 
of newspaper and broadcasting em-| and are to be sold primarily on |“ ays “PPOES is in cooperation | oo icay Ween erodes. Int ect Dealer Wartime Program 
ployes in critical” classifications, | newsstands. | tis tee Matlonal aide Anunaiebhae American ome Pro ucts, last wee Factory executives of the Dodge 
advising local boards to grant six-| ———- - TM  Pcenccmong Inc., is the agency. | @unched the first full-fledged cam- | division’ of Chrysler Corporation 
month deferments for the training To Witte & Burden eae se = zi “*|paign for Old English scratch have taken to the field to launch the 
of replacements where local circum- Ach Colloid Corporation ‘Moni ’ removing polish. Initial copy, a company’s 1942-43 Dealer Wartime 
stances warrant. Port Huron Mich S has a peinted , Wehrmann to onitor color page in Life, promises that Program in Dodge’s 12 regional 
In “Occupational Bulletin No. 27,”\ Wi. Burden, Detroit, as its| Louise Wehrmann has joined the «scratches disappear as you pol- | “0S: sie oth ve 
sent to local boards by Maj. Gen. | : . -_ ' |advertising sales staff of the New joy» The program is a compre ensive 
Hershey last weekend, the Selective | 28°": ‘siciieictalamainiiaai York office of The Christian Science | ~ ; eer ee. Mtiae Plan for concentrating on service to 
y , : Eighty newspapers in 75 cities)... . a tested mad 
Service headquarters listed occupa- Y A inted |Monitor. She formerly served as a ’ car and truck owners in coopera 
. Young Appoin 


tions in communications 


from coast to coast have also been 


services /department head in the New York rt ag tion with the U. S. truck conserva- 
el | off inece | SCheduled, and both network and tion program and ODT plans for 

“requiri sone James A. Young has been named | offices of International Business | * ccor-meee migra ; ni | am ai s for 
calla "cada "oe a Ps West Coast representative for Our |Machines Corporation, and with) spot radio will be used. Four other) keeping essential cars and trucks 


perform the duties involved.” Army, New York. 


Georg Jensen, Inc., New York. 


| products distributed by A. S. Boyle 


rolling for the duration. 


Newspaper jobs include: 

Bankman, composer - operator, 
compositor, cylinder- press man, 
managing editor, electroplater, elec- 
trotyper, lithographic engraver, 
composing room foreman, press 
room foreman, imposer, linotype 
operator, printing make-up man, 
production manager, maintenance 
mechanic, monotype keyboard oper- 
ator, offset pressman, overlay cutter, 
photocomposing machine operator, 
photoengraver, photolithographer, 
platen press operator, cylinder 
press operator, press plate maker, 


printer (all round), photographic 
I stencil operator, stereotyper (all 
} round), war correspondent and 
web-press man. 
a Broadcasting jobs include: 
: Control-room man, junior control 
: supervisor, senior control super- 


visor, international broadcasting di- 
rector, foreign language announcer- | 
) translator, foreign language news o1 
| script writer, bilingual production 
man, program-transmission super- 
visor, radio operator, broadcasting 
radio repairman, radio communica- 
tions traffic chief, translator, man- 
aging editor and war correspondent. 
Common to both fields, under the | 
“critical” classification, are cost ac- 
countants and employment and per- 
sonnel managers. 


Releases Transcriptions 

A series of electrical transcrip- 
tions for Dr. B. L. Corley, D. C., San 
Francisco diet and health specialist, 
has been made by Photo and Sound 
and Picto-Sound, both of San Fran- 


cisco, for release in the Pacific | 
Northwest through Rhoades &| 
Davis, San Francisco agency. Cliff} 


Naughton, KSFO, is announcer for 
the series. 


Oil Paper Shifts Format 
Wartime conditions have empha- 
sized the need to save paper, en- 
graving metal and shipping space 
all over the world, so after 32 years 
of publishing in the large size, the 
Oil and Gas Journal, Tulsa, Okla., | 
has found it desirable to change | 
its format with the Jan. 7, 1943, | 
issue. It will adopt the standard 
834" x 1159” overall trim, with 
7” x 10” printed page. | 


tne 10 2 Ue ¥f 
Ita Lithleg dead 


‘ itor your copy ot 
' 


New Wings to Words.” 
ves you the necessary information by whicl 
can alter the appearance of your original 

be it art or type proofs—about 436,000 
s. Note the condensing we have given Com- 
ial Script in the company signature and 
andling of Brush script in the head of thisad 


New Wings to Words” ushers in a completely 
art now available to alert advertising men 


New Wings to Words a sixteen page 
x 11” bundle of dynamite in the hands of 
minded advertising men and art directors 

e use it to make a standard ty pe tace create 
rtlingly different-appearing headline. Some 
t to make a signature fit into a space ot 
lifierent proportions. Artists can make their 
art work-——frequently—go three times turther 
“ its use. Any font of type can be condensed 
«panded and then reduced in size or enlarged. 


is 


New Wings to Words" has established a 
trend in typography that is being used by 
a rtising men and their artists in eighteen 
ste'es. Send for your copy on your letterhead 
Your only obligation is to give it a ten minute 
reo ling at your leisure. Mark att. of F. H. Bartz 


Harr y Said Co ihc walion 


V 


x 


as 


Net we 


ERE'S a circus stunt that requires teamwork from all sides to do the job per- 
fectly —teamwork between people, between horses, and between horses and 
people. In the three-ring circus of business that is war-time Baltimore, you'll find 
WCBM and the BLUE NETWORK offering you excellent teamwork, too. Teamwork 
in fine programming, in complete coverage, and in real economy. Team up with 


WCBM and the BLUE for your most economical major network buy in Baltimore. 


National Representatives 


SPOT SALES, INC. 
New York - Chicago - San Francisco 


John Elmer, President 
George H. Roeder, Gen. Manager 


BALTIMORE'S BLUE NETWORK OUTLET 


i - ‘oe Re dept r. ae ‘ ah oes ses a gh a . Mote hae id t: Pee sone es than Ta 
. ; . ies : : ‘eases ES colin ke ee i = mar Bay fet ts nN sae = oe tt J ae. > ee ay . wi / j oe me es 
s ei et so oe oe SEN YY : © ~ 4 , ‘ A . * L 4 
_ | mae 
es 
, i F ll sie 
ws “ 
ae 
ampaign Follo ? 
g 
le 
oe 
Ms 
| ‘ 
Bae); 
“er 
ys 
Reve 
. @ 
ae 
a yee 
Per : 
a 
. ee? «af 
Ay te a 
aa 
i a 
ie © 
ne Ce ea = « ‘ 7 
Fen Se ' 
i as ee 22 ek A Pe wok _- 
‘cane ae a : . 
aes a Cah —. E 
ae ne hy : was & . 3 
" ‘ y 5 . a > 7 et 
ms . = «. g me pe 
I bce) Le ee ee ee OS WY OR a ge ao mle goola 
BS gee OS Soin 4 ac ol 2 eae ae ’ —— 
: kn® —- 
; ee un : ti “ 
i ? ane Mit: a AS 
gs es ar see — a 
sac * Re < - ? ; an be 
= a ' Te oer ’ 1 3 Pas 
- : - ae la ae | ™ eis 
ea NE a Fg es a tae OER | ae : Fe AS ee ies OR A = Ke i om ; : a 
7 bc eS a < Sa é Rae nse pis 2 OS ~ se Sey = = peay’ |. ima : ‘ oe Be 
. . = : . f_ mm eck a) PS — ae “ a 
us 6 e ae on a : -_." * — j ' 
is es i si a! - oe, > ~ : a eee 
" : ie AS She 4 . ee 
. eee Ne ee AN ights cea . i ae 
.< él tot eal a A a eo ae 
“4 : ie a ae 9 ; ? ac ao 
: ‘ * La ee. es pacian es eo 
Mi. ’ 5 a a OR eS fi , fas 7 alle 'Ge> - aap... aaa 
a : : Ra ‘ eet are: al ~ ——s “ Ee aalbiae 
—_—- eo Se et on eee we. : ‘ see ce i) ce 
» = of ; SS!” ae ee > ie a aro .. ip ok tga coe 
BA tak oe f: Re he Pn ed >. te ee al > Ce gee ae : we ae a ia 
hee Be ‘ i é : / 3 ae . a ee ies a Qs 
oP ke % ” a. ee je Py A ‘~* joe ae 
, ‘ — % OO a VIG >. oe —“ re Pavia. eee 
ge oe . eal aa aan =_ , . ~~ £ (3 a 5 igi a, 
hy Rey ; 3 : Tg . is ‘s { a . : i” i cs 
~ Eee eer ye o =" * en . —— o . — - ar 
Z ae, ye rte ie 8 oy ¢ * sae . 3 ee ath 
a hae ei ae - iad 7 i me * me. re ae 4 7 ms 
* - , 4 * ays ae hy ; ie ri ; —. ' a Pe ; te oe red "i ot aie 
eo. & ee Sate as - ie! op Reg ae eal aes . 
1 eS % “ 4 os 5 ees ee een — Sa te, % 
ot ee w® a Oe, He ats 2 % i: 4 i aa pe 
, ae BN a. a, AS aa, ’ a aia , 
7 at Lo eee Asay : nor .. “4 ee 2 
: ng f 2 va - ’ ¥, - a oe ey a ‘oi ’ 4 g 7 * 
ig P a ey re y : 
‘ Tee * ot ; ‘s ss ' £ Pe 
a ay & 8. , 7 oa 
I ‘ . 3 : : La at — » = : a r 
. a ha ; | ae \ ‘ ° co s ay 
Hy ‘ | eae A aie va) " Paris 
_ — by aN » ie | * cae 
"4 yp? 444 a : Re’ ‘ r . 
- go. SF ont : ie ; \\ Se cme 3 
ut ¢ o : 3 = ) \ vee ee 
re ; = ae eee ha . jo 
= + ‘ae a a f ' Bes * EC \ & Teg* Bj a2) 
; 3 he i a, er sae ‘ a oo ae , : . ; sa ae 
Po Es i a * : * ie ; a ey A , \ ie J : ah 
| eS: ae tag i ies ae ee —— 1 a 
| ; oes R, A ao aoe F i ae : 
‘ a ; hven 1... —_ ‘ a “a 4 
a “eae Ss x ae A ay ee i? , he i \ > Ls) = 
Zo a Se 2 we oy: \ = ~~ , 
B icet - ae F : “— p> ke Ae . s . ae r; a. a ‘> “a a er ea: 
a4 ere ey r 7 $4 , " Jj a o F t ¥ fe +: 
ae pe . an - : : “ a F > Pe a F, 
ae =e ~ Poa So b bs Ps 
eee oe Se —. ™ ; : oe is ee ee ; ; es ie na 
Ae i AER Pree? ) a . 
ey, f ; « nat . Se +4. es a tt aad zi 
; 2 om, aa - er ee 8 . by , . es. ee sy 
(Se rat ht oon ae , 
a a ee ss a. sd ” re ao a de Lars i Pa > - pe a “ . a : ee aes 
Bo " at a AE 4 Fe , L sy . ee y, i ¥ ee te, . ‘ag, & 4 “ 
ae oie ; % + %, at Be some Ss : Migs co at a 
: . ; 2h A oe . ae ; it i 
a ss as 7 ae c a ’ - ad te . . ; wee F cue ; 
ear ty nn % § oe 1 eae Pe a Breas - 4 * f 
ee ree hea ee ae a pr Ws! a ; 
. ee Fe vem see, 4 leant il ne ‘a 4 - re E 7 
‘ : ae" ws oe ene’ eg ' aoe. * “ - ee ian 
, \ se ee Be ee, ee ih eget Sey . = — | oy 
. . % 4 mic 4 et Te ~! Zs 4 “ eee 
wa ————— , ¥ ; ? ’ _ ‘ p 2 phat 
¢ 4 — 3 aa 
Dg sme & ; eee ep 
es ia : oe 
2% aot re ae 
os F; 7 be te & 4) : o ; 
: my ae g : ; 
"i ¢ = o: 7 . 
~~" 4 
a é 2 
i ue hg “od . 
} ‘ ee ye a a 
| Pee eee _ 
“dl 4 ‘ ies nn 
e a a > 
oc coy i ae a 
4 Pe a 2. ; r — 7 
As e 53 -* ee ‘a 
se : i ee 4 
ey > ‘ j ae 
. od 7 a ae s j 
ca : eg ie 2 
oy ae: 
ia . aa a 
a - 4 
© . 
oA 
Rae 
oo ied 
a | ; ee ‘4 
* - — 
f 3 ; € ‘ on Soe 
1 KINZIE STREET © WHITEHALL 4347 ¢ CHICAGO j le 
Sle 
S, eee “> - Lee eet es - 
_—— TE : 
Clie Te aa 6. Pianta ae Pe ee a ; ’ sc" 7 : a per (2 Ne gp Ae ee” SE ee ae eng oe Ss ae oa pe Whe. to * ae 53 a. fo oe 
— , rg om i fis i F ” ee Bes ~~ on 7 one + ie tach eu: = hii ae * Fem o% oe weer? ie . aes P 4 é ae a 
> ae. ; pS tae EE ysis; pee. SONe Es eee Syne Corse aa a ee aie: oe ~ a CORR, bee ea pola PO gs Oe ae diy + 
oor ae ie ae eae ates a Gee a : Lo ages (al, Pleas he ig). Gatun tae at aye iat eee ee en ere oT : hey 5 Ne BE Lge, Sa le enter he a ad. 
% e gl dee bo xls boos WE ag Ry hy ane ‘ ata F Med cy Seen at ae vn 8 . f Bo: ae eee ie Be ‘erp eo Kae Py : Fate’ ee Sea ; ete aes: re” - oe mp Ne: 7 i Ses 
: 5 peg eee Oy em, eS ee AME ‘etiahtaee Fae to Ce a) Rae ee Oe ee! te ab te oF ‘ * J teh ee 7 Caer ees OP WE ate 2a Sieg. & Te + 4 . y 
ee BEN ae ae Mere accra MORES eee rr erns oT eh Smee 3 eas 3 ria: 9 Py : ¥ si 6 Bey 4 
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The United States News lead 


percentage of gains both 


> > > a circulation record that speaks for itself — 


"i apucmet: MAGAZINE apis, 101 


(Taken From A.B.C. Pullsher 
meniien NEWSSTAND SALES SUBSCRIPTIOW SALES* 4 
ICA i. 
runt ', 1947 194) Gain 4 Loss 3 ' $942 1941 Gain % Loss 19 
WEEKLIES 
2, tae 358 38 | 1,953,926 270,455 13.8 ---- -- 1,516,914 1, 284,931 231,983 18.1 — 
"roan Evening Post —————— 1,042. 140 ---- -- 14, . 2 1.4] 1,671,173 1,417,845 | 253,328 17.9 ---- 704 
voorty 905397 et =| yei’a72 is | '*Sosteno | *dorcgss | roeteae oie | * 
be ? , se — . , , ° e ——- | 
in — 260, 096 175,905| 84,191 47.9 — 716,994 647,984 | 69,010 10.6 | ---- 1 
Newswee h, 148,097 96, 101 51,996 54.1 o>, -- 364, 399 340,814 23,495 6.9 oo 13 
New Yorker 72, 118 62, 403 9,715 : -- 114, 887 102. 600 1Z, 287 ° 
U.S. News 14. O45 5" 698 8° 3u7 46.5) Ss 172: 69 | 136.192 | 36,499 (28:8) =~. 
Look "Bi week! y) 1,231,680 & 155. 142 76, 538 b £ oo-- -- 762, 866 747,083 15,783 ain 
THLIE —. 
s & Garden “<20 anaes 


Acthiurg Succeeds 1 


> > > an advertising record that speaks for itself — 


Among all weekly magazines (for the #9 n 
News records the largest percentag@ in 


3% 


The United States News rank@h 17 
pages AMON all the 111 Mentl 


Class magazines as reported il 


123 advertising sche@s r 
112 new schedules thro@issu 


The United ite 


Daniel W. Ashley. | ice P | n che 


The only weekly newsmagazine devoted 100% to reporting 
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ends all weekly magazines im 


Circulation & Advertising 


NS for FIRST SIX MONTHS 1942-1941 


ciencr PUBLISHING ‘co. 


ly 2: ervice to advertising men 


Pushers’ Statements) 
oe AIO R ATION *** 
ALL OTHER SINGLE COPY SALES TOTAL WET PAID CIRCULATIO oe 
1942 1941 Gain 4% Loss ; e 1942 1941 Gain % Loss 4 
WEEKLIES 
67 140 209.0 — -- 3.741, 502 3, 238,924 | 502,578 15.5 —_ oo bife 
704,178 | 888,469 ---- 18 ¥ 20.7 | 3,402.5 3, 348, 454 54,105 1.6 woes - turday Evening Post 
189,020} 235,610 e--- =e 46, 19.8 | 2,937,548 | 2,909,062 28, 1.9 o--- -- | Colliers aie 
713,076 | 987,784 ---- 274,708 27.8 | 2,161,075 | 2,492,633 ---- -- (331,558 13.3 iderty = 
17,054 13,480 | 3,574 26.5 onee oo 994, 144 837, 369 156, 778 18 7 asco on ime 
13, 389 10.316 | 3,07 eose oo 525, 795 447, 231 ‘ 17.6 cose -- | Heweweek 
: 10 W 1M0.0 | ---- -- 187,029 165,013 | 22,016 - -- | few Yorker ———__- _—-_ ———__| 
a soen | com 2 on — 186, 736 141,890 | 44, 846 (31.8) -- | US. se 
160,753 | 100,279 474 a cece eo , 2,002.504 | 92,795 cose -- | Look (Bi- 
ee one ae ee 
13 ~ INCREASE, NEWSSTAND . ._ 146.5% 


INCREASE, SUBSCRIPTIONS . 26.8 
INCREASE, TOTAL NET PAID . 31.6% 


| Like Success — 


he #9 months 1942) The United States 
tag@f increase in advertising linage — 


run in number of advertising 
ythi@ely, General, Women’s and 
in i. 9 issue of Printers’ Ink. \ 
shes renewed in 1942 
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New Rock Island 
Campaign Stresses 
‘Planned Progress’ 


Chicago, Oct. 21.—VUsing 175 daily 
newspapers and a list of magazines, 
the Chicago, Rock Island & Pacific 


Railway has launched a new insti- | 


tutional campaign which features 


the railroad’s six-year program of | 


“Planned Progress.” This planning, 
copy says, has enabled the railroad 
to do a good wartime job. 

In a bid for more war 
business, the initial 
goes on to explain that as a result 
of the program of modernization, 
the railroad is “so well prepared, 
in fact, that today we are capable 
of carrying even more 
freight than the million of ton- 
miles per day we have been so far 
called upon to haul!” 

Newspaper advertisements are 


SHORT HANDED? 


Key men drafted? Office a_ mess? 
Talk over your advertising and sales 
problems with us Our organization 
a recognized agency—can be your ad 
vertising department for the duration. 
Proven success in lowering sales cost 
for smaller advertisers 
THE YANKEE WRITING SERVICE 
74 Water St. Guilford, Conn. 


| America in 
freight | 
advertisement | 
| ager, emphasized that the new pro-| 
|motion is not a “campaign” in the | 


vital war} 


| running in 400 and 600-line sizes, 


and similar advertisements’ in 
smaller sizes are running simulta- 
neously in 400 on-line weeklies. 
The Caples Company is the agency. 


NORTH WESTERN 


The text emphasizes that civilians | 
will be served by the North West-| 
ern, but that limits of accommoda- | 


|tions and starting times are to be| 


expected. Copy suggests that 
C&NW customers refrain from 
traveling on weekends; make early | 


STARTS NEW DRIVE 


reservations and cancel them) 
_ = promptly if plans are changed; ac- 
wa, Oe 88 Tas Chlete| Sept whatever space nite ae aa, 
begun an institutional promotion re- ae travel with a minimum ” 
calling the railroad’s past history | . a ote : ared | 
in building up the West, and ham-|. pa _ f i = in oe dene aah 
mering on a new slogan, “Serving be $ i spapers of — —_ vecigagee 
war and peace for| including the six newspapers of | 

almost a century.” | Chicago. Copy ranged from 600 to) 
an W. Fri a adventitial a _ | 800 lines in the nine states served | 
ay on = by the railroad. The Caples Com- | 

| pany is the agency. 


usual sense, for advertising plans 
are laid for a much shorter period Promotes Coleman | 
than in ante bellum days. Mr. Frier| W. Trevers Coleman, press repre- | 
remarked, however, that this pro-| sentative on the Pacific Coast for the | 
motion could be expected to set the| Canadian Pacific Railway for the 
keynote for future North Western! past 13 years, has been promoted to 
copy, which will be institutional in| Western Canadian press representa- 
theme and will carry the “Serving| tive and transferred to Winnipeg, 
America” slogan. |Man. R. S. O'Leary, formerly with 
| the company in Montreal, will suc- 
ceed Mr. Coleman on the West 
| Coast. 

Current copy, which compares the | 


Comparison Copy Used 


BIDS FOR WAR FREIGHT _ 


ROCK 


launched a new campaign explaining its 


onoge AD. MARTIN bone 


We LOOKED AHEAD AND 
FORESAW TODAY’S NEEDS 


We coukd sot of cour, beveune war Bat we ded 


One progam of Planned Program has acherved 
many catrmene and mchurmng amgronciments 


=.) Pas | mee: 
4 Sie. 


ISLAND LINES 


1 © FARRINGTON ++ 


With this initial copy in newspapers, Chicago, Rock Island & Pacific Railway has 


long-time preparations for war work and 


its ability to expand its war freight business still more. 


wood-burning locomotive first used Opens Pacific Office 


by the line in 1848 with the current | The Institute of Public Relations 
| powerhouse which pulls C&NW | New York, has opened a West Coast 
| trains, is headlined “94 years of rail | office at 9134 Sunset boulevard, Los 
service to the free men of America.”! Angeles. 


‘Sherry Made Copy Chief 


Ed Sherry has been named copy 
,chief of Grey Advertising Agency, 
New York. Mr. Sherry was for- 
jae a member of the Grey copy 
staff. 


Bait the fascination of throwing a pebble into 


a mill-pond is to see the concentric circles it makes... 


out and out and 


out, to the surrounding shores. When you put your sales-message on 


KDKA, it operates the same way. Its 50,000 watts reach out and out 


and out, taking in not only Pittsburgh, the giant of steel, but the 2,000 


war-busy towns within its perimeter. Reach the whole region . . . do 


the whole job with KDKA .. . simultaneously and at a single cost. 


cr? 
. ° 
7 


. 


» WESTINGHOUSE RADIO STATIONS Inc 


“nies 


PITTSBURGH 


50,000 WATTS 


WOWO + WGL + WBZ *« WBZA + KYW © KDKA © REPRESENTED NATIONALLY BY NBC SPOT SALES 


Great Northern Advances 
Charles W. Moore 


Charles W. 
Moore has been 
appointed adver- 
tising manager of 


Great Northern 
|Railway Com- 
| pany, St. Paul. 
| Mr. Moore, who 
has been with 

the railroad’s 

public relations 

department for 

the past five 

years, succeeds 

the late O’Kane 
| J. McGillis. 

A former member of the St. Pau! 
Dispatch and Pioneer Press editoria! 
staff, Mr. Moore went to St. Paul in 
| 1928 from Des Moines, Ia., where he 
was with the Register and Tribun 
He joined Great Northern in 1937. 


Charles W. Moore 


BPIC Announces 
New Staff Changes 


Business Publishers Internationa! 
| Corporation, New York, has made 
the following changes in its execu- 
tive and sales staff: James L. Gil- 
| bert has been advanced to executive 
vice-president to coordinate all 
|company activities; George E. Qui- 
;senberry, vice-president and edi- 
'torial director, has been appointed 
'to keep the company in the fore- 
front in its war and_ publishing 
lactivities through bulletins, meet- 
| ings, contacts with advertisers, et 
}and K. Presbrey Bliss has been ap- 
| pointed assistant to the president, 
John Abbink. 
| Frank Kurka has been transferred 
to New York from Philadelphia to 
|take over the field work former!) 
| handled by Mr. Bliss. John Gome: 
has succeeded Mr. Kurka at Phila- 
| delphia, and S. M. Huestis has taken 
lover the Detroit territory, succeed- 
| ing the late J. A. Cassell. 


Adds Realty Account 


S. Duane Lyon, Inc., New Y: 
ihas been appointed agency 
|E. M. Hollister and B. J. O’Brie! 
| Brooklyn real estate companies 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


now 9000 warts 


The unique position of WEVD 
with a large section of Metro- 
| politan New York's radio audi- 
| ence is evidenced by— 


(1) The feature boxes of news- 
| paper radio program pages. 

(2) The large number of 
famous advertisers on the 


station continuously year after 
year. 


Ask for ‘‘Who's Who On WEVD"’. .. 
sent on request. 


WEVD 


| 
| 
| 


117-119 West 46th St., New York, N.Y. 
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tional purposes not included in the 
preferred category. 


Business Travel 
‘As Usual’ Is Out, 
Henderson Reports 


Business Papers 
to Help Fill Role 


Mellquist to Botsford 


Proctor Mellquist has resigned 
from the radio copy staff of J. Stir- 
ling Getchell, New York, to join the 
Pacific Northwest offices of Botsford, 
Constantine & Gardner. He will be 
located in the Portland office, as- 
| signed to creative and contact worK 
‘on the State of Idaho Advertising 
Commission account for Idaho pota- 
toes, onions, etc., and other accounts. 


St. Louis Jobless 
Salesmen Benefit 
from Man Clinic 


St. Louis, Oct. 21—One of the 
toughest of all marketing problems 
—selling one’s self—has been tackled 
with a vengeance in St. Louis, and| 


managers’ bureau, along with vari- 
ous other interested agencies, has 


the Chamber of Commerce sales} 


th themselves in the positions of 
|}orphans in a world in which tech- 


nical training holds the spotlight, 
and their peacetime skills seem out 


| of step with the roaring pace of a 
| war economy. 


The plan had its inception in New 


| York City in 1935, and since that 
| time, expanded to other cities where 
|clinics were set up, has accounted 


for placing more than 100,000 peo- 
ple in new jobs. In St. Louis alone, 
according to G. Richard Ames, 
chairman of the bureau’s job place- 


considers the man marketing prob- 
lem from the standpoint of assets 
—the education, experience and 
personality of the subject—and the 
attitude of the employer. Working 
from these two angles, the clinic 
seeks to provide the subject with 
a planned campaign—an organized 
presentation of his best assets, 
geared to meet the interest of a 
prospective employer. 


Issues Swiss Edition 


of Road Salesmen 


Washington, D. C., Oct. 20.— 
Increasing reliance on _ business 
paper advertising to effect orderly 
and efficient distribution of “non- 
war” consumer goods was forecast 
this week, following Price Admin- | 
istrator Leon Henderson’s reasser- 
tion that the activities of traveling 
salesmen “may not be carried on 
as usual.” 

Writing Sen. Burnet Maybank 
regarding a_ petition signed by 
4.549 traveling businessmen endors- 
ing the proposal of the South Caro- 
lina Traveling Men’s Association 
that salesmen be alloted gasoline for 
750 miles of travel each month, Mr. 
Henderson stated flatly that mileage 
in excess of that provided by the 
A and B ration books “will not be 
available to salesmen.” Senator 
Maybank read the letter in the Sen- 
ate yesterday and it was inserted in 
the Congressional Record. 


Problems Outlined 


Mr. Henderson outlined the prob- 
lems posed by the rubber shortage 
and gasoline rationing in Eastern 
states, estimating that issuance of 
the 750-mile monthly allotment to 
“one-half million traveling sales- 
men” in the present rationed area 
would increase gasoline consump- 

| tion by 7,400 barrels daily, an “im- 

possible” increase at the present 

time. He stated that rationing in 

the Eastern states had not disrupted 

the economic system, although it 

had imposed hardships upon certain 

4 individuals whose work could not 

be classed as most essential to the 
war work. 

He said that under the nation- 
wide mileage rationing system some 
supplemental rations as well as 
some tires would be issued to sales- 
men for occupational purposes. 

“To qualify for supplemental 
rations,” Mr. Henderson pointed out, 
“the applicant will be required to 
show that he is sharing his car with 
at least three other people, or that 
it is impossible to do so, and that 
alternate means of transportation 
are not available.” 


mated that the supplemental rations 
would permit a maximum of 560 
miles per month for all occupa- 


FOR EVERY ADVERTISER 
AND ADVERTISING MAN --- — 


Write for 8-Page Story About 
the AFRO-MARKET’S 3 Million 
Prosperous, Colored People. 
America’s Newest Market. 


This important brochure should be on 
your desk—and your advertising should 
be in the AFRO-AMERICAN NEWS- 
PAPERS. One ad at one low rate (for 
five cities), covers the entire AFRO- 
Market . . . brings you low-cost results 
and the good-will of hundreds of thou- 
sands of colored people now earning 
g00' money from New York to North 
Carlina. Get the facts now. 


JUST CLIP THIS AD TO YOUR 
LETTERHEAD AND MAIL TODAY 


General Offices 
628 N. EUTAW ST. + BALTIMORE, MD. 


AMERICAN NEWSPAPERS 


lallo. * Wash. * Phila. * Newark * Rich 


Jonas Shoppes to Hicks 


The price administrator esti-| 


The Oct. 3 issue of The Christian 
Science Monitor carried several 
pages of special interest to the Swiss 


arranged a man marketing clinic 
credited with doing wonders to 
|rehabilitate salesmen, advertising 
Jonas Shoppes, Inc., chain of and merchandising men thrown out 
women’s ready-to-wear specialty of jobs by the war production 
shops, has placed its advertising | Pinch. = market and was published early 
account with Hicks Advertising Many of these men, skilled prac- The clinic, held one night a week} pecause of the time it now takes 
Agency, New York. titioners though they may be, find|at three St. Louis high schools, | for papers to reach Switzerland. 


ment committee, the clinic has| 
found new jobs for 500 salesmen out | 
of the 1,000 who placed their names | people, including numerous adver- 
on its rolls. tisements of Swiss companies. The 

Provides a Campaign copy is intended for the Christmas 


In which service magazine can 
you reach the most young 


women for the least money? 


ak. 


In Good Housekeeping, according 


to these figures based on 


Elmo Roper’s recent study on 


“How Many Women 


Read the Service Magazines.” 


Good Ladies’ Home Woman's Home 
Women Readers Housekeeping Journal McCall's Companion 
15-29........... 3,400,000 3,500,000 3,200,000 2,900,000 


B & W Page Rate.. $6,300 $9,200 $8,200 $8,550 


Cost per MReaders.. $1.85 $2.63 $2.56 $2.95 


Good Housekeeping 
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Features Ritz, 
Premium Crackers 


Ritz and Premium crackers are 
featured in two separate newspaper 
campaigns released by the National 
Biscuit Company to a large list of 
newspapers. 

The first Ritz cracker advertise- 
ment will appear the week of Nov. 
2, and will be followed by an ad- 
vertisement every week for seven 
consecutive weeks. Premium cracker 
advertising will start the week of 
Nov. 9, and will run continuously 
for six weeks. 


Climer to WPB 


Fred W. Climer, director of per- 
sonnel for Goodyear Tire & Rubber 
Company, Akron, has joined the 
War Production Board in Washing- 
ton. He is in charge of the WPB 
staff assigned to joint labor-manage- 
ment committee production drives 
throughout the United States. Mr. 
Climer’s duties have been assumed 
by R. S. Pope, personnel director of 
Goodyear Aircraft Corporation. 


NEW A.B.P. STUDY HELPS CONSUMER- 
GOODS MANUFACTURERS SOLVE WAR. 
TIME RETAILER-RELATIONS PROBLEMS 


New Booklet — ‘‘How You Can Help Your 
Retailers Solve Their War-Time Problems’’ 
Based on interviews with retailers. Demon- 
strates what advertisers are doing today to 
help themselves by helping their retailers 
through informative advertising. See full 
oarticulars on page 31. 


Dr. Grabow Pipes 
Featured in Magazines 

A Ripley illustration of a pipe 
smoking machine used to break in 
pipes is featured in full-page ad- 
vertisements for Dr. Grabow pre- 
smoked pipes manufactured by M. 
Linkman & Co., Chicago. In one of 
its most ambitious advertising pro- 
grams, Linkman used a full page in 
|}a recent issue of Life, and will re- 
|peat the advertisement in a full 
page of The Saturday Evening Post 
|for Dec. 5. 
| A full page in Newsweek, in addi- 
tion to a coast-to-coast schedule of 
|/newspapers and college papers, 
carries another series of sketches of 
| well-known news commentators. A 
| full-page, four-color advertisement, 
|'with a military background, is 
|scheduled for the December issue 
|of Esquire. Simons-Michelson Com- 
|pany, Detroit, is the agency. 


Henry Off to War 


Bill Henry, NBC commentator, 
|Los Angeles Times columnist and 
| war correspondent, has gone to the 
Southwest Pacific to cover the war, 
and during his absence his “By the 
Way” series for Dentyne gum will 
continue with Buddy Twiss, NBC 


head announcer, in charge. As 
guest commentators during Mr. 
Henry’s absence, Boyd Comstock, 


| Dr. Nathaniel Bercovitz and Relman 


Morin will appear. 


| New Campaign Opened 


for Eatmor Cranberries 


Initial copy in the American 
Cranberry Exchange campaign for 
Eatmor cranberries broke nationally 
this month in 200 newspapers cover- 
ing 180 key markets throughout the 
United States and Canada. First 
advertisements of 300 lines will be 
followed by 120-line insertions 
scheduled once a week for the 
remainder of the season. Copy fea- 
tured sugar conservation through 
the use of corn or maple syrup or 
honey. 

Black and white and color inser- 
tions in The American Weekly, This 
Week Magazine and business papers, 
as well as radio participation pro- 
grams and spot announcements, 
have also been scheduled. Batten, 
Barton, Durstine & Osborn, New 
York, directs the account. 


Vriesman to New Post 


Dar Vriesman, executive secre- 
tary of the Downtown Association 
of Milwaukee for the past six years, 
has resigned to join the sales di- 
vision of Line Material Company, 
Milwaukee. 


Names Representative 

Scholastic Magazines, New York, 
has named S. C. Warden as Mid- 
western representative. Offices are 
at 30 N. LaSalle street, Chicago. 


=. \ 
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” a 


does it—in Philadelphia 


ny 


@ “Use one riveting machine expertly!” is a suggestion for this 


fellow. And it may also be said that advertisers can do a better 


job in Philadelphia by first using one newspaper adequately. 


@ Fact Finders Institute recently checked the trend of 10c 


cigar sales among stores in neighborhoods where war workers 


live. One question asked was: “Which daily newspaper do 


you think best for cigar advertising?” 81% of these store- 


keepers recommended advertising in The Evening Bulletin. 


®@ More and more advertisers are pursuing this policy: A thor- 


ough advertising job ia The Bulletin alone is the first requisite 


to a thorough job in the important Philadelphia market. 


In Philadelphia—nearly everybody reads The Bulletin 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

vertising men. It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column. 


October 12. Lunched today with a 
client of many years standing, who 
got to reminiscing about this and 
that. Among other things, we re- 
viewed with satisfaction the great 
development of a new product which 
I had first suggested to him several 
years ago. With a perfectly straight 
face, and complete sincerity, he said: 
“Yes, it has been a great success. I 
have often wondered how I ever came 
to have such a good idea.” 


Went into the New 
York office of another agent with 
whom I am cooperating on a war 
campaign, and noted on his wall the 
reproduction of a portrait of William 
H. Johns. This is the second one of 
these I have seen in agency offices 
other than BBD&O. I know of no 
other agent who is so honored by his 


October 13. 


competitors. Years ago, when Bill 
Johns was the head of the George 
Batten Company, I became a very 
small client of that agency. Going 
out to lunch one day with the ac- 
count executive, we met Mr. Johns 


in the elevator, and I was introduced 
to him as a new client. With some 
heat he turned on the account man 
and said: “Then why haven't I met 
Mr. —— before?’’ This made 
such an impression on a young and 
obscure advertising manager that he 
never forgot it, and never had any 
difficulty understanding why such a 
man had both the respect and af- 
fection of his trade. 


October 14. Spent the day in 
Washington, taking advantage of a 
fortunate opportunity to talk off the 
record with some of the managers of 
our war machine. There seems to 
be no doubt that we are making real 
progress; but equally there is no 
doubt that we could have made a 
great deal more. From all I can 
learn I cannot escape the conclusion 
that most of our failures stem di- 
rectly from the congenital unwilling- 
ness of the President to delegate 
power and authority along with re- 
sponsibility. But no one whose voice 
has carrying power seems willing to 
say this—and that is disturbing. It 
smacks too much of the King can do 
no wrong. 


October 15. Started out on a day 
train through Virginia, in order to 
see what wartime travel conditions 
really are. Found the whole coun- 
tryside awash and every stream at 
flood from three days’ heavy rain 
All day we inched along, past Sta- 
tions with famous Civil War names, 
and across rivers carrying tons of 
priceless top soil to the sea. We 
tend to think of erosion as largely 
a Western problem, but this northern 
Virginia country shows some of the 
worst I have seen. 


October 16. Our train twenty-five 
hours late, so I have plenty of time 
to observe the travelers and trave! 
conditions. We carried fifteen cars, 
mostly day coaches, heavily weighted 
with soldiers and sailors on individ- 
ual jaunts. Two types stood out 
youths of the automobile age, who 
had practically never been on a train 
before; and people of all ages who 
had never traveled in Pullmans be- 
fore, and were obviously unfamiliar 
with their amenities. 


October 17. I hated to do it, but 
today I had to kill a strikingly new 
campaign, worked out in my absence 
by one of our writers and art dir >- 
tors. The layouts were fresh ad 
interesting, and the text smoothly 
written. But the ideas were feeble, 
and no amount of beautiful ex- 
pression could make them otherwise. 
The old, old error of relying on form 
instead of substance. 


October 18. Picked up Miriam 
Beard’s History of the Business Man 
and tried for the third or fourth time 
to read it. Finally decided that my 
impatience with it was due to a cer- 
tain glibness with which the author 
drew deductions from second or third 
hand material. This set up a desire 


for some first-hand reporting, so 
looked for my copy of Plutarch’'s 
Lives, but could not find it, and 


picked up Boswell's Life of Johnson 
instead. Read this with much con- 
tentment all evening, finding many a 
bit in it useful to the copywriter who 
would study how to use words to 
bring a subject to life. 
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ADVERTISING AGE 


_ SPURS ARMY DRIVE _ 


AECREITING ABB (nbECTION SEavICE 
218 te reenter 


New appeals to recruits in the 18-19 
year age group are appearing in 700 
dailies and will be followed by magazine 
copy next month, as part of the cam- 
paign to enlarge the U. S. Army. 


Recruiting Copy 
in 700 Dailies 
Pulls Youths In 


Washington, D. C., Oct. 21.—The 
War Department today reported im- 
mediate and enthusiastic response 
in every section of the country to 
the current advertising campaign to 
recruit young men in the 18-19 year 
age bracket. 

Chief point of the campaign is the 
offer to “Choose Your Branch,” an 
offer which can be made safely to 
the young men _ because 
adaptability and ready response to 
training, according to recruiting of- 
ficers. 


Offer Advancement 


The copy also points out the op- 


of their | 


portunity for rapid advancement to | 


and the 
attending officer 


non-commissioned grades 
opportunity for 
candidate schools. 

The newspaper advertisements 
are appearing currently in approxi- 
mately 700 newspapers, dailies in 
every city in which Army recruiting 
officers are located, and weeklies in 
the smaller cities. 

In addition one advertisement will 
be placed in mid-November in Col- 
lier’s, Life, Look and The Saturday 
Evening Post. 


Get Prominent Position in Papers 


Approximately five per cent of 
the newspapers have placed the 
Army advertisements on page one, 
while the majority of the others 
have run special page one boxes or 
other supplementary devices to 
build attention to the ads. 

The campaign is directed by N. W. 
Ayer & Son, Philadelphia. 


7a. COMPLETE Coverace 


ALABA MA 
4c ALABAMA TRIO 


Now — 5,000 watts day- 
time, 610 on your dial, 
makes WSGN Alabama's 
WSGN clearest daytime station. 
e (1,000 watts at nicht) 
URMINGHAM 
Deep in the heart of Ala- 
bama’s Army Base cen- 
ters, WSFA blankets a 
WSFA e market whose spending 
TONTGCOMERY power is still going up. 
5,000 watts day and night, 
WALA covers the Gulf 


Coast where war produc- 
tion payrolls are at a new 
all-time high. 


WALA . 


MOBILE 


_|Marines and Navy 


Vie with Dratt 


for Recruits 


New York, Oct. 20.— With Con- 
gress preparing legislation to bring 
18 and 19-year-olds within the 
scope of the Selective Service draft, 
there were signs this week of in- 
creasing activity by the Marine 
Corps and Navy to step up their ad- 
vertising efforts for volunteers. 

The U. S. Marine Corps, which 
will celebrate its 167th anniversary 
Nov. 10, placed a four-page mes-| 
sage in the current issue of Farm | 
Journal and Farmer’s Wife extolling 


the advantages of a Marine’s career.| for the draft” 


“This is war and unattached men, 


| throughout the copy, 


with few exceptions, are being 
called to the colors,” copy says. 
“Pick the most exciting service of 
them all right now! Jump the gun 
on selective service and get im- 
mediate action. . . Join the U. S. 
Marines at once.” 


Stress Impending Draft 


A preliminary application form 
was reproduced on one of the pages, | 
and young men were urged to “fill 
it out and mail today .. . it is your | 
first step in becoming a member of 
the traditionally famous U. S. Ma- 
rine Corps.” Photos of Uncle Sam’s 
“soldiers of the sea” in action, and 
an appeal to parents explaining that | 
men now 17 “will soon be registered | 
were scattered 
which was! 


placed direct. 

The Navy, on the other hand, has 
decided to extend its recruiting ad-| 
vertising campaign now being con- | 
ducted in 430 Sunday newspapers 
covering 380 cities (ADVERTISING 
AcE, Aug. 10). The drive was 
launched late in August and in- 
cluded eight 1,000-line advertise- 
ments in general news sections, sup- 
plemented by color insertions in 
magazine sections of metropolitan 
papers. The extended campaign will 
consist of four 1,000-line insertions 
in black and white, supplemented by 
color advertisements in magazine 
sections. The new schedule will be- 
come effective next month and con- 
tinue through the current year. Bat- 
ten, Barton, Durstine & Osborn 
handles the Navy campaign. 


Printing Exhibition 
Held in New York 

The eighth annual exhibition of 
printing by the New York Employ- 
ing Printers Association is scheduled 
for Oct. 26-28 at the Hotel Com- 
modore. 

The exhibits, about 800 in all, will 
feature the important part printing 
has played in the war effort. 


War Committee Set Up 


The Milwaukee Advertising Club 
has set up a war activities commit- 
tee with chairmen appointed to pro- 
mote recruiting for the Marine 
Corps, Navy, Navy aviation cadets, 
and for promotion of war bond 
sales. Volunteers to help in this 
work may contact club headquar- 
ters. 


T.. 920 Club program of WORL presents one of the 
most unusual situations in broadeasting. Where else in the 
country ean you find a daytime station without network 
affiliations that ranks 2nd and 3rd among seven Boston out- 
lets at specific periods during the day, . , climaxed by 22 % 
of the audience (4 p.m. to 4:30 p.m.) according to the C, E. 


Hooper Winter and Spring Survey, December through April, 


1941-1942, 


THE abnormally low cost of WORL makes it one of the best 


radio buys in America, If you want to cover the Boston 


market, a multiplicity of spots will give you dominance at 


an extremely moderate expenditure. 


NATIONAL and local advertisers have found that it can 


do the job single-handed . . . and we have the evidence 


to prove it. 
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30 ADVERTISING AGE October 26, 1942 ; 
l ; | _ 
Tatman Buys Show oor coverings, to discentinuse ‘LITTLE JOURNEY’ FEATURED 
<— tes ae ong $ an branch lines, the Long Island de- | _ 
Tatman, Inc., Chicago china, glass e uue termined at long last to take its wi" we y ff, 
and silver store, has purchased | hillun’ i. din shit tees en ah \ // Uy 
sponsorship of the “Music Lovers’ . a ee Se , in , (TA 
Hour” on Station WCFL, Chicago, Confesses All in ‘en all. fa ye 
effective Oct. 26. The program is It’s a Dirty Story Oak 
broadcast Mondays through Satur- fi 29 
days from 10:30 to 11:30 p. m., and ° 4 | The first advertisement deals with ® B 
features classical music with Martin nique ampaign car cleanliness—or, more accurately, 5 
Jacobsen as commentator. |uncleanliness. The Long _ Island L 
Pag a New York, Oct. 21.—The Long igen th a rion i pac ged Little Jourmays behind the Scones om the Lomg Istand Rail Road b 
Starts Post Paper Island Railroad, which occupies an) jo it’s a lot different from shean- | S 
The Ledger - Enquirer Company, | essential—if not always fond—place |i> the house. The house stays put | SEM eometenman hoy c 
Columbus, Ga., newspaper pub-| in the hectic lives of thousands of where you can get at it with the Kr 4 br det tom sing se bose pte hha atest mom pene a 
lisher, has begun publication of a New York commuters, this weeK |} .,0m ‘and scrubbing brush any- poh TOT ETT EE perf aphfecigrefadenton U 
weekly newspaper for nearby Fort decided to cast off the ugly duck-| time before the guest arrives. But a eaten sane npcrtoee . 
Benning, called the “Ft. Benning ling robe it has long worn, and to gq railroad car spends nearly all of tomo ac 
Bayonet. oo s es — = prove to a skeptical populace that) jts time on the move.” Seat wea ig a ig a 
Caan Cisceame’ Beprenaie the line really has a heart of gold. | Admitting the Public Service fat bn ie on Cole ae pds m 
tive, Inc., Chicago. Vehicle for the unusual public Commission report which showed Seasissiinailainiiiae ments diane T Ge an ee tas Gc lee eeimeeneiiiniiniens a 
— relations campaign is a series of) that last January nine per cent of pty by TT Oe erie on an oo ao © huang. Som om ac 
965-line advertisements, headed_| the line’s cars were dusty, 89.3 per phage efparosey tcl dacs We'm ont boasting, underused, becouse 364 See ee 00 
Taylor Joins Esty “All Aboard,” and described as “lit-| cent dirty and only 1.7 per cent eee Fut ont rroantng oma oe | ae mova ang cee epainey fi\ 
R. W. Taylor, formerly with the tle journeys behind the scenes of clean, the Long Island observed, pei in poe sohaerltnay habeas biped wet can of a pay td dew bk Shoes fore ep 
trade extension division of The | the Long Island Railroad.” The ini-|“But that was last January.” The opomm ata = pe 
American Weekly, has joined Wil- | tial effort by the Pennsylvania Rail-| May inspection showed “our new Sin is tae alti Geni nbn pa 
liam Esty & Co., New York. 'road subsidiary resulted in some of| housekeeping efforts really were me vrata = GL tng me 
| Se most refreshing institutional| bearing fruit because the percen- es! 
| copy that has graced the advertis- | tage of dirty cars had been reduced TN AA go 
MAILING SERVICE |ing columns of metropolitan news- | from 89.3 to 56.4 per cent.” Beery mocher with ene smell beskby soe oA einen sienna eatin ite 
‘ | papers in many a moon. “We're not boasting, understand, tweeted datawien -\"s — peda irh ney dager ese obscene gl: 
Multigraphing — Filling-in Plagued for years by complaints | because 56.4 per cent is still a long eo pes a any afl pel rang a be go 
—— a from dissatisfied customers which| way from being really good, but it ee | cts eretr ers emg ere dod | Tang 0h mem ot Peaspimat Sten 
Addressing —Mimeographing ran the gamut from frigid cars in| was encouraging to read in the mining Pon Wosungcn Rosner Pa. cot uty tom op w mvch w pom pl. 
THE LETTER SHOP, Inc. wintertime, to lethargic running|Commission’s report: ‘There has 2 ; ~ His tpt 4 = co 
440 8. Dearborn St. Wabash 8655 Schedules, to knee-deep newspaper | been improvement in the condition ae <ootubedin taveam tense anime an 
* aun te Gam aentenie teamed de fai 
petty bey tyne ae a mi! 
@ the end of the avenge run for the asners co Ak busy terminal poms oo the Long Inte Do 
aml qb oan adnen tin | “?semecmant én idm tio 
——- per 
weenie mies the 
neat as « pio 
We feet we inet os athe The B0\ 
Public Service Commission bas bees checking keep them Gdy And we know thet oor pes clit 
| up On our housekeepang and you may have read Ar Purbush Avenue Terminal, for instance, che sengens and everybody concerned wil be much 
wm the oewspapers wher the Communoo sad overage turn-around ume for the 64 seu of pleased as ame goes on bec 
| 
This is the opening copy in the unusual institutional series of advertisements Pa 
just launched by the Long Island Railroad. ath 
’ 
of the cars, particularly noticeable | Argtein to New Post ish 
in the toilets where there was Hillman-Shane-Breyer, Los An- Ma 
marked improvement.’ ” geles, has appointed Helen Arstein aga 
The line assures its customers /an account executive in the fashion tise 
that the housecleaning campaign is| department. She formerly was with acc 
being pressed vigorously. In breezy, Morton Freund Advertising Agency Spe 
conversational style copy points to|!n New York. lots 
the difficulties in catching cars that the 
end a trip and almost immediately | Ap 
are made up into new trains. “ATLAS” presents tigi 
Clothes Line Taboo | D il Ch ° IM k Pro 
veri 
“So, you see, it’s quite a job, ally emica ar et [ra 
keeping 1,331 cars shipshape. The pan 
windows alone, thousands of them, | sim 
are a problem. After all, you can’t | the 
SEARS ROEBUCK PICKS just dunk a coach in Flipso or some- | the 
thing and hang it on the line to dry. peac 
But we're really making the dirt 
THE DETROIT FREE PRESS fiy and the glass sparkle and special T 
cleaning crews are being sent to all | try’, 
AS THE ONLY DETROIT NEWSPAPER stations to keep them tidy. And we war 
know our passengers and every-| are 
body concerned will be much} post 
IN WHICH TO INCREASE pleased as time goes on.” suite 
One curious phase of the Long feno 
Island’s first real venture in the mitt 
THEIR 1942 ADVERTISING realm of advertising is the utter The 
hush-hush policy with which the oad 
project has been enveloped. Neither lite 
officials of the line nor Al Paul | ‘ the 
Lefton Company, the agency, would || —the ONLY daily tradepaper . 
discuss the campaign or give out|| exclusively serving the chem- he 
any information although Apvertis-|| jcals, drug, paint, oil and — 
ING AGE finally learned that two|| gllied industries with up-to- a 
additional insertions of the same size || the-minute market develop- ani 
* ne and type, scheduled for next week ments and trade news. 
I may, or may not be signifi- And further . . . fourteen of De- and the week after, thus far consti- | 
a ‘ tute the entire campaign. All New | Created to meet war <de- Tr 
cant, (but probably is) when troit’s most important women’s York dailies and Long Island news-|| mands, DAILY CHEMICAL 
|papers are being used. In other|| MARKET is the only daily 


one of the country’s largest re- ready to wear stores place the 


quarters it was observed that the 
attempt to woo public support and 
|sympathy might be related to a 
| pending application for higher rates. 
Hearings before the Public Service 
|Commission are due to open soon. 


paper exclusively serving 
these industries. 

Specifically directed to these 
important fields, DAILY CHEM- 
ICAL MARKET'S readership is 
concentrated and eliminate 
waste circulation. Whetner 
you manufacture, buy, sel! or 
distribute commodities 
braced by the above ind 
tries, DAILY CHEMICAL 
MARKET warrants a pr 
inent place on your advert 
ing schedule. It is the 1 
logical medium to carry } 
sales or institutional cop 
your customers and the tr 
Write for full particulars 


tailers, in its Detroit operations, 
Free 


as the only Detroit newspaper in 


major portion of their advertis- 


chooses The Detroit Press ing linage with The Free Press. 


which to increase its advertising ETROIT is a big market 


during 1942. (First 9 months.) growing bigger with each momen Employe Poster 

Cramer - Krasselt Company, Mil- 
waukee agency, has designed for its | 
client, Plankinton Packing Com- 
pany, Milwaukee, a new food pres- 
ervation poster for display in the 
;company’s stock yards. The poster 
|warns the men to help conserve 
food by careful handling of the ani- 
mals in the yards. 


day. It is ably served by its only 


But Roebuck, 


only following a trend. For since 


here, Sears are 


morning newspaper reaching ap- 
. e ; £ . y 7 a wal 4 | 

January Ist, 62 new local retail proximately three out of every 

advertisers have come into Free five occupied homes in the local 


Press columns. trading area. 


| Gardner to Anfenger 


7S &aA2a8 


Anfenger Advertising Agency, St. rate card to: | 
¢ Louis, has appointed Dorothy Gard- - 
/ner as publicity director and copy- DAILY CHEMICAL MARKET 
writer for women’s accounts. Miss Published by Atlas Publishing Cc 
Gardner formerly was woman’s edi- sails yest 1908) macs P 
Story, Brooks & Finley, Inc., Natl. Representatives [rrtintity nt 4 quae a asthaseseedaicsin chant ata . 
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Postwar 


British Columbia Cities 
Lay Postwar Plans 

Money on a one per cent loan 
busis from the Dominion govern- 
ment to permit municipalities to 
carry out public works forms the 
central part of a proposal of the 
Union of British Columbia Munici- 
pulities for postwar rehabilitation, 
according to Financial News, Van- 
couver. A report submitted to a 
meeting of the union last month by 
a special rehabilitation committee 
advocated expenditure of $86,000.- 


000 on municipal projects over a} 


five-year period. 

With special reference to meeting 
postwar unemployment, the munici- 
palities ask the Provincial govern- 
ment to take the initiative toward 
establishing industries to produce 
goods now imported, including such 
items as linoleum, furniture, china, 
glassware, refrigerators, electrical 
goods and clothing. 


Other aspects of the rehabilitation | 


plan favored by the municipalities 


cover a broad field, calling for—| 


among other things — capital 
farmers at low cost, a national 
minimum wage for workers, a 
Dominion-wide standard of educa- 
tion, revision of the scale of old-age 
pensions to bring them closer to 
the cost of living index, and free 
governmental medical and dental 
clinics, with doctors and dentists 
becoming civil servants. 
ok * at 

Postwar planning is not confined 
to the United Nations. The Nazis are 
busy at it, too. “Revista de Aero- 
nautica,” official organ of the Span- 
ish Army Air Force, published in 
Madrid, is used consistently to prop- 
agandize the Nazi cause and adver- 
tise for future Latin American trade, 
according to “Revista Aerea.” The 
Spanish publication is shipped in ton 
lots to Argentina for distribution 
there and in other countries. The 
April, 1942, issue carried the adver- 
ising Of more than 100 German 
products. Among the full-page ad- | 
vertisements were those for 
Junkers, Bucker, Focke-Wulf, His- 
pano-Suiza, Dornier-Werke and 
similar names. Thus, it appears, 
the Nazis believe in preparing for | 
the future—whether it’s war or 
peace. 

iB * of 


The people’s desire to buy, ii 
try’s needs and a vast volume of | 
wartime savings and unused credit | 
are expected to prevent any serious | 
postwar depression in Massachu- | 
setts, according to a preliminary 
report of the Massachusetts Com- 
mittee on Postwar Readjustment. 
The conversion of industry in that 
state from peace to war having been 
less drastic than in other sections, 
the conversion back to peacetime 
production will require neither 
drastic changes in equipment nor a 
long time, the committee asserts. It 
warned, however, that the postwar 


Y2 Million Peo- 
ple in North- | 
eastern Wiscon- | 
sin Listen Nearly 
60°% of the Time | 
—The Only Big 
Station in This 
Rich Area. No Other 
CBS Station can be 
Heard Regularly. 


Wiles 


How Business and Industry Is Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW | 4, 


for | 


e | goods ¢ available. 
Planning wwe orr 


|\log of purchasing power 


| industrial corporations. 
] 


period will embrace dynamic years | Planning Board. 
of progress and change which will | 5. 


hands of individual consumers and * * * 


A study of probable housing} . “tage 
| needs to ‘be Ae Revie by Bos State | struction of England is in the bank 


A study of postwar needs of | Can begin, having been placed there sion. Mr. Boswell formerly 


ernment will want to buy as soon as | been secretly developed and em- production can be organized and 


‘bodied in radio equipment now expanded to supply it. 


Boswell Named Editor 


Ralph Boswell has been named 
editor of “Citrus,” house organ of 
the Florida Citrus Exchange, suc- 
ceeding John Moscrip, who has 
joined the Florida Citrus Commis- 
was 


A study of the probable back-| being used in tanks, ships and air- 


in the! craft. 


The money to pay for the recon- 


| waiting for the time when the work 


i acti , y iby ¢ sory air raid insuranc »xecutive secretary of Florida Citrus 
require bold action by government} Massachusetts agriculture by the | >) compulsory air raid insurance, | executive secretary 


|and private enterprise to achieve a/| 
prosperous balance of manpower 
| and jobs. 

The committee is making a num- 


state college. 


postwar planning, including: message to his employes 


James I. Wick, Prentice - Hall’s Growers, Inc., and edited its paper, 
Washington representative, recently | “The Citrus Grower. 
told the New York Sales Executives | 


Comdar. E. F. McDonald, president Club after studying the situation on Spencer to New Post 
ber of studies to assemble facts for| of Zenith Radio Corporation, in a|the ground. The chief 


concern, Robert D. Spencer, aeronautical 
in the | about that phase of England’s post- | emgineer, has joined General Tire & 


: : cosas ie 18 : Rubber Company, Akron, as man- 
1. A manpower study to show | company publication, “Zenith Radi- | war activities, he said, is how they 


where workers are, their skills, etc. | 
2. Estimates of the articles the radio receiver will include 


consuming public, industry and gov- | revolutionary features which have 


organ,” promises that the postwar) will get the raw material with 


ager of aeronautical sales and engi- 
neering. Mr. Spencer formerly was 
with McDonnell Ajircraft in St. 
how to hold back demand _ until) Louis. 


many/ which to rebuild their cities and 


MANUFACTURERS rar enicttszncorcate: 


Based on interviews with retailers - 


To explain shortages and substitutions. 


materials. 


“green” sales personnel. 


FACTS, NOT THEORIES 


This aid is not an exposition of A.B.P.’s theories and 
opinions. It is a report of recent visits with retailers, 
and of the methods of advertisers who have found 
ways to make their advertising helpful to business 
paper readers at a time when help is so desperately 
needed. It lists for your convenience a concise tabu 
lation of war-time problems that retailers told us about. 
It shows, by example, how a wide variety of consumer 
goods manufacturers are publishing the kind of help 
ful information that will unquestionably give them a 


competitive advantage after the war. 


LISTS SIX GOOD WAYS TO © 


GET STARTED 


A study of the methods of the advertisers who have 
found out what to say to their retailers today, revealed 
six simple basic steps, any one of which may be directly 
applicable to your particular problem. 

This check-list, coupled with the many concrete ex 
amples of sound advertising, and the field-call reports 
upon which this new A.B.P. study is based, can very 
likely help you solve some of your current retailer- 
relations problems. 

The A.B.P. Retailer Study will not work miracles. 
It will not be the whole answer for you. But it will 
be a powerful “‘think-starter.’ And there's a good 
chance that it will start you thinking straight through 
to the answer to your particula problems, because it 
is based on facts .. . facts from the field, and facts 
concerning the way consumer goods manulacturers are 
using advertising to maintain sound retailer-relations 
during this trying period. It shows, too, how adver 
tising can help solve man-power problems by transmit- 
ting useful information from 
where it is to where it its 
needed, quickly, accurately, 


and economically. 


tailers Solve 
War-Time 


To aid in promoting the conservation of vital 


To help in the education and training of 


Demonstrates what advertisers are doing today: 
To help retailers build up the service end of 
their business. 

To maintain hard-to-replace store equipment. 
To help themselves by helping their retailers 
solve these and other war-time problems. 


REPORTS OFFICIAL WASHINGTON 
VIEWPOINT ON ADVERTISING = 


officials like 


bout the valid 
y the 


Washington 
yon think @ ‘a 
: an perform durin 


dy reports what 
\ and Leon Hem 


advertising © 


This special stu 
Thurman Arnole 
services which sou 
war emerge? 
A special ses | 
Department towards _ 
plains, as clearly as ¢# ag 
ee kind of aivertiont 
W: chington and how mu — 
: nse deductible before ¢ 
expen® 


nd 


; Treasury 
attitude of the 1 ve id 
Ivertising expendinur : 
ac atements, 
.. ame geners! state , 
sa agers 4 cevorebly hy _ 
{ ne allowable as an opera 


puting taxes 


arifies the 


war-time 


ion cl 


FREE “war aLtBum’”’ 


Thoroughly explores the opportunity 
which we share 


\ 


we publishers and 
you manufacturers . the opportunity 
to help retailers solve some of their war- 
time problems. Shows how war-restricted 
manufacturers are using advertising to do 


this... and profitably ! 


THE ASSOCIATED BUSINESS PAPERS 


A national association of business publica- 
tions devoted to increasing their usefulness 
to their subscribers and helping advertis- 
ers get a bigger return on their investment. 


TCINESS pAPt RS ‘ 
i - -P BUSINESS , City 
THE ASSOC 1ATED ton Avenue, New ¥ ork City 
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Cream of Wheat 
Earnings Down in 
September Quarter 


New York, Oct. 21.—Cream 
Wheat Corporation this week re- 
ported earnings of $148,691 for the 
quarter ended Sept. 30, compared 
with a net profit of $221,821 for the 
September quarter a year ago and 
$114,609 for the quarter ended 
June 30, 1942. 

For the nine months ended Sept. 
30, net income was $515,675, as 


against $655,879 for the first nine | 


months of the preceding year. Net 
profit for the 12 months ended Sept. 
30, 1942, was $918,726, compared 
with $1,103,823 for the 12 months 
ended Sept. 30, 1941. 


Nestle-LeMur Company 


During the year ended Aug. 31 
earnings were $99,558, compared 
with net profits of $66,135 in the 
preceding year. 


Zenith Radio Corporation 
Net income for the quarter ended 
July 31 was $307,764, compared 


of | 


corresponding period last year. 


Bayuk Cigars, Inc. 


| with profits of $211,956 during the | 


income was $529,079, against | 


$664,849 for the first nine months 


of last year. 


Earnings were $751,652 for the Pennsylvania Railroad 


nine months ended Sept. 30, against | 
income of $1,136,075 in the com-| 


parable period last year. 


Continental Baking Company 

For the 13 weeks ended Sept. 26, 
profits were $780,716, 
with $495,694 during the correspon- 
ding period of 1941. 


General Cigar Company 
| Profits for the nine months ended 
| Sept. 30 were $915,282, against 
learnings of $1,018,836 for the same 


period last year. 


Lehigh Valley Coal 

Earnings amounted to $158,608 for 
the quarter ended Sept. 30, com- 
pared with income of $415,679 for 
the comparable period last year. 
For the nine months ended Sept. 30, 
net profits were $806,420, against 
$1,076,500 for the first nine months 
of 1941. 


Van Raalte Company 

Earnings for the Sept. 30 quarter 
were $166,439, compared with $235,- 
124 in the same quarter of 1941. 
For the nine months ended Sept. 30 


compared | 


Net income was $45,005,751 dur- 
ing the eight months ended Aug. 31, 


against profits of $32,965,716 in the 


same period of last year. 


| American Telephone 


Net income for the American 
Telephone & Telegraph Company 
only, during the quarter ended Sept. 
30, was $43,714,559, compared with 
$47,462,130 for the same quarter in 
1941. For the 12 months ended 


| Sept. 30 earnings were $178,272,358, 


against profits of $196,811,813 in the 
previous year. Earnings of the 


|company and subsidiaries for the 
| three months ended Aug. 31 were 


$51,089,781, compared with income 
of $47,005,550 in the same period 
last year. Profits of company and 
subsidiaries for the year ended Aug. 
31 were $198,611,858, against earn- 
ings of $206,702,244 in the previous 
12 months. 


Purity Bakeries 

Earnings totaled $370,114 during 
the 12 weeks ended Oct. 3, against 
profits of $241,836 in the comparable 
period last year. For the 40 weeks 
ended Oct. 3 net income was $1,219,- 


TT 


SWIM 
where the water's 


FINE! 


Sales are where you find them and they're being found in greater 
volume than ever before in the resource-rich area of East Texas, 
North Louisiana and South Arkansas. That's why alert advertisers 
are buying KWKH for dominant coverage of this rich oil and gas 


ma 


rket.. 


.a market with 30,000 producing oil wells and more 


than 300 million dollars of war construction. KWKH stands in the 
heart of the area. . . holds an influential hand on the purse-strings 
more than 300,000 radio families. * 


of 


{(RAANSAS 


# SHREVERORT 


Afi\s 


rexas LOUISIANA 


*CBS sets net doytime circulation at 
313,000 radio homes; net night 
time at 425,000 


Member South Central Quality Network 


Ask Branhom Compony for detoils 


| income 


SEPTEMBER SALES OF CHAIN STORES 


-————September———, % Gain -——- 1st 9 mos.———. % Ga I 
1942 1941 or Loss 1942 1941 or Le ( 
Food Chains f 
Co eae -$ 4,106,589 $ 3,248,572 +26.4 $ 35,842,925 $ 25,950,213 449358 
+Kroger Groc. & C 
Bak. Co. 30,016,517 23,136,618 + 30.0 255,503,216 201,420,815 +2 } 
tNational Tea 6,767,681 5,505,878 + 22.9 62,210,441 46,717,744 + 
(ee 46,269,769 39,058,224 +18 414,464,862 326,858,725 +2 
Group Total.....$ 87,160,556 $ 70,949,292 +22.8 $ 768,021,444 $ 600,947,497 +2 h 
Mail Order 
tSears, Roebuck ...$ 80,527,208 $ 85,714,253 —6.1 $ 558,317,701 $ 601,797,476 : 
Spiegel ... ieee 3,525,028 4,534,856 —22.3 28,466,021 35,778,088 —2 ! 
tMontgomery Ward 61,495,048 59,780,259 + 2.8 403,423,423 415,673,098 0 
Group Total.....$145,547,284 $150,029, 368 —3.0 $ 990,208,045 $1,053,248,662 - U 
Drug Chains 
SE. aencewseens $ 783,336 § 720,696 +&.6 $ 9,357,063 $ 8,786,031 ' 
Walgreen ......... 8,465,846 7,322,326 + 15.6 71,124,006 61,572,666 +1 . 
Group Total ....$ 9,249,182 $ 8,043,022 +15.0 $ 80,481,069 $ 70,358,697 c 
Variety and Miscellaneous 
Butler Bros. .$ 11,961,333 $ 12,462,438 4.0 $3 87,483,190 $ 75,530,000 +1 fi 
a. Colonial Stores, 
Ine pee a 6,564,298 5,024,000 30.6 41,153,481 + L. 
Edison Bros. ..... 4,247,629 3,084,821 + 37.6 23,823,710 + 
b. Food Fair Stores, 
ee 3,243,634 2,746,246 18.1 31,585,708 25,480,290 +2 
Grant, W. T... 12,648,098 10,063,250 25.7 99,170,493 80,672,636 + 1! 
tinterstate Dept. el 
Stores, Inc... 3,332,533 2,349,479 + 41.8 22,574,157 18,823,190 +1 
Kresge, 8. 8.... 16,055,046 13,712,243 17.1 132,111,750 115,605,088 +1 $. 
Lane Bryant, Inc 2,087,775 1,610,847 + 29.6 16,582,966 12,445,008 +3 
tLerner 5,216,825 3,828,557 + 36.3 38,853,532 30,375,103 + S: 
McCrory eT ert 5,023,008 4,163,742 20.6 40,844,826 34,537,523 4+ 
tMcLellan Stores... 2,763,673 2,175,165 + 27.0 18,778,893 16,271,761 + { 
Melville Shoe Corp 4,884,783 4,559,724 7.1 37,485,038 32,695,652 + f 
Murphy, G. C... 6,093,583 4,867,553 + 25.2 50,664,239 41,433,207 + 0 
Neisner Bros . 2,790,228 2,045,445 + 36.4 21,419,144 16,968,478 . $7 
Newberry, J. J..... 6,472,622 5,158,590 + 25.4 49,930,455 41,616,526 + 
Penney, J. C... .. 47,466,850 33,647,262 41.1 $23,214,924 238,923,231 4 ol 
Rose's 5, 10 & 25c 
Stores evden 826,584 659,008 +25.4 5,984,927 4,818,192 Bc 
Behit CeO. wescceses 1,645,944 1,287,477 + 27.8 13,537,469 11,165,467 
Western Auto.. : 4,273,000 6,141,000 30.4 42, ; 49,804,000 
Woolworth, F. W... 33,846,590 30,096,796 +12.4 284,125,412 248,242,648 4+ A 
Group Total ... .$181,444,0386 $149,683,643 + 21.2 $1,406,270,563 $1,160,385,491 +2 co 
Combined Total. .$423,401,058 $378,705,325 +11.8 $3,244,981,121 $2,884,940,347 +1 fo: 
tFour weeks and 36 weeks *Twelve month period, Bc 
tEight month period, b. Four weeks and 40 weeks 
a. Four weeks and 39 weeks. 
Al 
025, compared with $928,406 during! June 30. Net sales for the first ha‘! 4. 
the corresponding period of 1941. | of this year amounted to $102,787 fir 
. 996, compared with $84,531,335 
General Electric Company the first six months of 1941. Le 
For the nine months ended Sept. 
30 earnings were $30,710,499, com- N. Y. Central System 35¢ 


pared with net income of $37,471,- | 


| 681 in the first nine months of 1941. 


| 


Wilson-Jones Company | 

For the year ended Aug. 31 net| 
was $394,168, compared) 
with $411,553 in the previous year. | 


Eureka Vacuum 
An improvement in earnings “at- 
tributable in major part to the com- | 


pany’s normal civilian business” 
|was reported by Eureka Vacuum 
| Cleaner Company for the fiscal year 
fended July 31. Profits were $421,- 
| 842, compared with a loss of $475,-| 
/113 during the previous year. 
| According to H. W. Burritt, presi- 
dent, Eureka last year made radical 
| changes in its products, employing 
|new developments in plastics and 
other materials with the result that 
|\these advances were reflected 
|quickly in 1942 consumer § sales. 
| Since the end of March, 1942, how- 
lever, the company has been engaged 
entirely in war work or preparation 
for war production, and volume for 
| the 1943 fiscal year is expected to 
be twice as great as the best peace- 
time volume in recent years. 


'Servel, Inc. 

Servel, Inc., reported a net loss of 
$36,026 for the quarter ended July 
31, compared with a net profit of 


$1,432,298 in the same quarter of 
1941. For the nine months ended | 
July 31, Servel’s earnings were} 
$58,683, as against net profits of 
| $2,348,058 for the nine months | 
ended July 31, 1941. 

Losses during the second and 


third quarters were attributed to the 
fact that the company has been con- 
verting its plant for war work and 
will not be in full production until 
Nov. 1. 


International T & T 

International Telephone & Tele- 
graph reported a net profit of $333,- 
556 for the six months ended June 
30, against a deficit of $14,704 for 
the comparable period last year. 


McKesson & Robbins 


For the six months ended June 
30, net income was $1,360,995. No 
comparison with last year is avail- 
able due to the change from a cal- 
endar year to a fiscal year ended 


Earnings were $27,020,440 for t! 31, 


eight months ended Aug. 31, con sal 
pared with $18,053,638 for the sam: 

period of 1941. Ne 

] 

Illinois Central Au 

For the eight months ended Au; cor 

31 net income was $13,462,653 cor 

against $7,049,620 in the previou | 

comparable period. So 

I 

Austin, Nichols & Co. 5 for 

Profits during the four-month - 

period ending Aug. 31 were $21,507, 93¢ 

compared with $29,312 in the same | Ha 

period last year. k 

Chicago Yellow Cab bes 

For the quarter ended June 30, $12: 

earnings were $98,975, against 4] 

Jun 

aga 

the 

Pos 

N 

end 

pare 

duri 

194] 

A.P. 

Ex 

30 

a lo 

year 

Ark. 

Ne 
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SYNDICATE 
(CCA STORE wy 


MERCHANDISER 
79 Madison Ave., New York, N. 


e BONDS... 


6 WCOP has done an outstanding job selling WAR 
it can sell for you, too! 
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ADVERTISING AGE 


iarter of 1941. Earnings for the 
rst half of 1942 were $213,194, 
ympared with $219,913 for the first 
lf of 1941. 


a | 


Masonite Corp. 

For the year ended Aug. 31, net 
i) come was $1,448,434, against $2,- 
00,886 in the previous fiscal year. | 


Union Pacific Railroad 


During the eight months ended 
Aug. 31, earnings were $25,105,821, | 
compared with $10,783,497 in the | 
fist eight months of 1941. 


Langendorf United Bakeries | 
For the year ended June 27, net 
income of Langendorf United Bak- 
eries was $276,543, compared with 
$326,442 in the previous year. 


Stewart Warner Corp. 

Net income during the first half 
of this year was $767,125, against | 
$770,272 during the first six months 
of last year. 


Bangor & Aroostook Railroad 


During the eight months ended | 
Aug. 31 earnings were $471,402, 
compared with profits of $440,582 | 
for the comparable period last year. | 


Baltimore & Ohio 


For the eight-month period ended | 


Aug. 31, net income was $19,548,- 
143, against $15,148,403 during the 
first eight months of 1941. 


Lehigh Valley Railroad 

Net income amounted to $2,912,- 
356 for the eight months ended Aug. 
31, compared with $2,581,889 in the 
same period last year. 


New Haven Railroad 

During the eight months ended 
Aug. 31 earnings were $11,349,881, 
compared with $3,845,951 in the 
corresponding period of °41. 


Southern Railway 

Earnings amounted to $14,862,271 
for the eight months ended Aug. 31, 
compared with profits of $11,150,- 
936 for the same period of last year. 


Hamilton Watch Co. 

For the quarter ended June 30, 
the company reported a deficit of 
$92,057, compared with profits of 
$128,682 in the second quarter of 
‘41. During the six months ended 
June 30, Hamilton’s loss was $38,661, 
against net earnings of $238,735 in 
the first half of last year. 


Postal Telegraph 

Net for the eight months 
ended Aug. 31 was $3,062,486, com- 
pared with a deficit of $1,738,011 
during the corresponding period of 
1941. 


loss 


A.P.W. Paper Co. 


Earnings for the year ended June 


30 were $206,974, compared with 
a loss of $56,921 in the previous | 

| 
year. 


Ark. Power & Light 
Net income of $1,895,946 for the 


Whose trade mark is this? 


lf, ou’ll write Collins, Miller 
& Hutchings, Inc., Photo- 
‘neravers, 207 N. Michigan 
Ave., or phone FRAnklin 
5854, we will tell you. 


with earnings of $1,345,114 during 
the previous 12-month period. 


Wayne Pump Co. 

For the nine months ended Aug. 
31, profits were $614,690, compared 
with income of $644,948 during the 
corresponding period last year. 


Western Union 

During the eight months ended 
Aug. 31, profit amounted to $5,227,- 
429, compared with earnings of 
$4,744,892 in the corresponding 
period last year. 


Underwood Elliott Fisher 


Earnings of Underwood Elliott 


ended Sept. 30 amounted to $502,- 


rofits of $91,990 in the second! 12 months ended Aug. 31 compared | 237, a drop from last year’s com- 


| parable figure of $935,012. For the 
nine months ended Sept. 30, net in- 
|come was $1,139,082, compared with 
$2,552,226 in the first nine months 
of 1941. 


| 


Royal Typewriter 


Net income was $2,474,589 for the 
ended July 31, against earn- 


| 
| year 


lings of $2,732,852 in the previous | 


year. 


‘Modine Mfg. Compny 


For the year ended July 31, profits 
were $322,121, compared with $411,- 
003 for the previous comparable 
period. 


| Fisher Company during the quarter Masonite Corporation 


Earnings were $1,548,434 for the 


| earnings 


year ended Aug. 31, against profits 
of $2,010,886 in the previous fiscal 
year. 


Columbia Pictures 

Net profit during the year ended 
June 27 was $1,611,659, compared 
with income of $552,744 during the 
previous 12 months. 


R. Hoe & Co. 

For the quarter ended June 30, 
were $204,585, against 
profits of $233,202 in the 
sponding period last year. 


.N. Y. Telephone Company 


For the eight months ended Aug. | 
$19,219,658, | 


31 net income was 
compared with earnings of $21,421,- 
390 during the comparable period 
of 1941. 


corre- | 


Uses Tin Conservation 


“Don’t Waste Tin” is the theme 
used by the Cramp Brass & Iron 
Foundries division of the Baldwin 
Locomotive Works, Philadelphia, in 
a campaign running currently in 
business papers. Copy emphasizes 
the importance of conserving tin in 
all applications where a substitute 
‘ean be used without sacrificing 
physical or other properties, and 
suggests that Cramp’s P-M-G (sili- 
con bronze) metal is a good substi- 
tute. Ketchum, MacLeod & Grove, 
| Pittsburgh, is the agency. 


| 
Knoerr to Rose-Martin 


George Knoerr, formerly produc- 
tion manager for Denhard, Pfeiffer 
and Wells, New York, has joined 
Rose-Martin, Inc., New York, in 
'the same capacity. 


Cattle r going to market in Oklahoma with August 
receipts 62.5 percent greater than for August, 1941. 
Cattl@men report range conditions the best since 
19 


at this season. Cattle prices as of Septem- 


ber 15, were the highest on record of that date. 
And millions of dollars of NEW money are pouring 
‘Into this established Oklahoma market. 

TAnd then, too, there’s a NEW war born source of 
<7 wealth with 30,000 NEW industrial workers in 
a permanent industry with money to spend for all 
available goods. Wholesalers, jobbers and retailers 
are experiencing unprecedented sales successes. ° 
Take your share of Mid-America’s NEW buying 
power. Revamp your sales approach to this NEW 
Fortress of Industry through expanded use of Mid- 
America’s two great newspapers—the Oklahoman 
and Times. 


che UALATUMAN ona TIMES 


ERICA! 


OKLAHOMA CITY 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN * MISTLETOE ExPprRESS * WKY, OKLAHOMA CITY 
ques = KVOR COLORADO SPRINGS * KLZ, DENVER (Affiliated Management) * REPRESENTED BY THE KATZ AGENCY, INC. 
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Product Penetration by 
Income Levels is Analyzed 


Consumption Figures | 
for Nine Products 
Studied in Survey 


[Editor’s Note: This is the seventh | 
of a series of reports, appearing | 
exclusively in ADVERTISING AGE, | 
highlighting the findings in _the| 
Continuing Consumption Inde z,| 
which was launched in Syracuse | 
several months ago and which is 
now also being operated in Grand 
Rapids, Louisville, Pittsburgh, Dal- 
las and Portland, Ore., with addi- | 
tional cities soon to be included. 

The Index is an actual measure- 
ment of consumption of food, 
kitchen and bathroom products in a 
scientifically designated cross-sec- 
tion of urban families. It is neither | 
an opinion nor recall check nor 
“inventory.” Figures are based on 
weekly collections of labels, wrap- 
pers and containers direct from the | 
selected homes. 

Material thus far presented has 
already shed light on some perti- 
nent aspects of brand loyalty, and 
indications are that the expansion’ 
of the project will furnish hitherto 
unavailable clues to knotty adver- 
tising and merchandising problems. 
Everett R. Smith, research director 


tions, Brand A runs practically even 


Variations in Penetration 


They show that the bigger market | 
for hair preparations and body de- | 
| odorants is not among the people in 


the upper level. The middle level 
and the upper level lead in the use 
of dentifrices, although by a smaller 
margin than perhaps would be ex- 
pected. 

Within these fields the penetration 
of individual brands is interesting 
to follow. In certain cases the 
brands run fairly straight across the 
three levels. In some cases they run 
quite parallel to the use of the 
products within the three levels, and 
in still other cases entirely counter 
to it. 

For comparison with penetration 
by levels of individual brands, the 
following table gives for each level 
the per cent of families discarding 
evidence of commodity use during 
the eight-week period: 


Using Families—Per Cent of Total 


Upper Middle Lower 
Level Level Level 
Laundry Flakes 


and Chips.... 96.1 97.0 96.4 


for Macfadden Publications, is coop-| Toilet Soap..... 96.1 98.3 96.8 
erating with ApveRTISING AGE in| Body Deod..... 28.9 38.6 34.7 
offering interpretive comments on | Hair Prep. ..... 40.6 43.8 51.4 
the more important findings as they | Dentifrices ..... 84.4 83.7 76.1 
come to light.] Shortening .... 74.4 85.8 91.0 

eee 72.8 72.5 177.0 


By EVERETT R. SMITH 


Complete tabulations of the True 
Story-Crossley C.C.I. for six cities 
develop significant patterns in re- 
gard to use of various products by 
the three basic “standard of living” 
levels. 

This report presents 5,080 weeks 
of consumption. The six cities which 
this panel covers are Syracuse, 
N. Y., Louisville, Ky., Grand Rapids, 
Mich., Portland, Ore., Pittsburgh, 
Pa. and Dallas, Tex. 

When brand penetration is con- 
sidered in relation to total use of the 
commodity by the three levels (see 
table), it shows the degree to which 
some advertisers have failed to sell 
their brand within the standard of 
living level which is the largest user 
of that type of product. For ex- 


ample, in the field of hair prepara- 


Ready Cereals... 85.6 83.3 86.5 
Canned Soup... 91.7 89.3 86.9 


How Levels Are Determined 


The three basic standard of living | 


levels are designated as upper, mid- 
dle and lower. These levels are 
based upon census and local data 
for each city. In most cities the 
middle and lower level families are 
about equal in number, with upper 
level somewhat smaller in numbers 
or about one-fourth of the total. 
They closely parallel rental areas. 
This is basically important because 
the rental areas are representative 


of the basic living standards and | 


social levels of the people living in 
those areas. On the other hand, 
their incomes today may run quite 
differently than the rental areas or 
basic standard of living levels. Many 


families in the middle and lower 


‘across the board, while Brand B| levels now have incomes as large as 
| exactly parallels the market. 


many of the families in the upper 
.evels, and sometimes larger. How- | 
ever, their basic standard of living 
levels change but slowly, which | 
means that the families in the mid- | 
dle and lower levels have much | 


|more “free money” to spend than |} 
| families of the same incomes in the | 


upper level. | 

The records are taken from the 
actual consumption of products de- 
termined from discarded containers, 
wrappers, labels, etc., as has been 
explained in previous articles.| 
They are not based upon bathroom 
or pantry inventory or upon recol- 
lection or record of purchase, both 
of which may, and usually do, vary 
from actual consumption. These 
records also, in giving actual con- 
sumption, supplement the excellent 
data available to many advertisers 
on sales through retail outlets. Only 
if actual consumption by basic 
standard of living levels is recorded 
along with retail sales, do the retail 
sales figures attain their true sig- 
nificance. 


Nine Products Reported On 


Of some thirty important com- 
modities upon which the tabulations 
are now being completed, based 
upon the 5,080 weeks of consump- | 
tion, this report gives charts on four | 
bathroom products: toilet soap, den- | 
tifrice, hair preparations and body | 
deodorants, and also on five other | 
household products: laundry flakes | 
and chips, flour, shortening, ready 
cereals and canned soup. 

These data on brand and product 
penetration for some 30 major com- 
| modities will be available shortly, | 
on request, to advertisers and agen- 
cies interested in those specific com- | 
modities, and in the designation of | 
the individual brands. 

Brand loyalty, or the lack of it, 
also shows up strikingly in these 
reports on the 5,080 consumption 
weeks. In the case of dentifrices, 
for example, the middle level ap- 
peared to have a higher degree of 
brand loyalty than upper or lower. 


—— DENTIFRICES —— 


BRAND PENETRATION BY BASIC LIVING STANDARDS 


BRAND “A” 


PPER MIDDLE LOWER TOTAL 


UPPER MIDOLE LOWER TOTAL 


17.8 17.94 15.38 is og 


13.08 12.8% 


BRAND "C* 


UPPER MIDDLE LOWER TOTAL 


BRAND "0" 


PPER MIDDLE LOWER ToTa) 


BRAND "E" BRAND “F" 


UPPER MIDDLE LOWER TOTAL 


5.9% 
9.78 iy 7g 10.18 8.68 7.7% 


UPPER MIDDLE LOWER TOTA 


UPPER MIDDLE LOWER TOTAL 


— CEREALS - READY — 


BRAWD PEWETRATION BY BASIC LIVING STANDARDS 


BRAND "A" 


UPPER MIDDLE LOWER TOTA UPPER MIDDLE LOWER TOTAL 


30.4% 
35.1% 35.6% 


29.24 


*c° 


UPPER MIDDLE LOWER TOTAL 


22.7% 22.4% 94 ug 


UPPER MIDDLE LOWER ToTA\ 


| 
1| 
| 
| 
| 
} 


20.7% 


24.24 


BRAND "E* BRAND “F* 


PPER MIDDLE LOWER TOTAL 


UPPER MIDDLE LOWER TOTAL 


17.5% j9.10 18.78 18.5 17.5% 19 94 15-78 


BRAND "G" 


12.94 'O-88 ti.it 


PPER MIDDLE LOWER TOTAL 


UPPER MIDDLE LOWER ToTAL | 


) 


— HAIR PREPARATIONS — 


BRAND PENETRATION BY BASIC LIVING STANDARDS 


BRAND “Aa” 


BRAND "8" 


UPPER MIDDLE LOWER TOTAL 


UPPER MIDDLE LOWER TOTAL 


BRAND "C" 


UPPER MIDDLE LOWER TOTAL 


5.50 6.98 


BRAND "Dd" 


UPPER MIDDLE LOWER TOTAL 


— hie 


BRAND PENETRATION BY BASIC LIVING 


STANDARDS 


BRAND "A" BRAND “6” 


UPPER MIDDLE LOWER TOTAL UPPER MIDDLE LOWER TOTAL 


UPPER MIDDLE LOWER TOTAL 


Pe Be 


BRAWD “C* 


wae 12.58 S 


BRAND “o* BRAND “E" 


UPPER MIDDLE LOWER TOTAL UPPER MIDOLE LOWER TOTAL 


at 


UPPER MIDDLE LOWER TOTAL 


PPER MIDDLE LOWER TOTAL 


7 


UPPER MIDDLE LOWER TOTAL 


UPPER MIDOLE LOWER TOTA 


35.90 34.5% 


BRAND "F* BRAND "0" 


—— CANNED SOUP — 


BRAND PENETRATION BY BASIC LIVING STANDARDS 


BRAND "A" BRAND “B8" 


UPPER MIDDLE LOWER TOTAL UPPER MIDDLE LOWER TOTAL 


UPPER MIDDLE LOWER TOTAL 


BRAWD “E" BRAND "F* 


UPPER MIDDLE LOWER TOTAL UPPER MIDDLE LOWER TOTA 


19.94 18-28 18.04 


20.0 99 «¢ 


22.5% 99 34 


— BODY DEODORANTS — 


BRAND PENETRATION BY BASIC LIVING STANDARDS 


UPPER MIDDLE LOWER TOTAL PPER MIDDLE LOWER TOTAL 


ui .o¢ 40-58 


35.44 


UPPER MIDDLE LOWER TOTAL 


30.74 31.0% 


YPPER MIDDLE LOWER TOTS 


a 8.8 6. 
The same is true in regard to 
16.00 15.70 15.80 15.9% 15.et 

canned soups. | oan 
| Commodities upon which there 
are significant variations in degree 
of brand loyalty are: shortening, 
ready cereals, toilet soap and laun- 
dry flakes and chips. 

—— LAUNDRY FLAKES & CHIPS —— — TOILET SOAP —. 

BRAND PENETRATION BY BASIC LIVING STANDARDS BRAND PENETRATION BY BASIC LIVING STANDARDS 

BRAND "A* BRAND "8B" BRAND "C* BRAND "A* BRAND "8" BRAND "C" BRAND "D" 


.3¢ 29.0 
3) .ut ae 


BRAND “E* 


BRAND "F* 


UPFER MIDDLE LOWER TOTAL 


UPPER MIDDLE LOWER TOTAL 


27.24 «(28.2% 


28.8% 28.2 


BRAND 


UPPER MIDOLE 


*G" 


LOWER TOTAL 


19.5% 20.394 


BRAND “a” BRAND "8" 


UPPER MIDDLE LOWER TOTAL 


UPPER MIDDLE LOWER TOTAL 


BRAND "C" 


UPPER MIDDLE LOWER TOTAL 


12-28 13.08 15 99 


—_—" 
—- SHORTENING — 
BRAND PEWETRATION BY BASIC LIVING STANDARDS 
BRAND "A" BRawND °8" BRanD "C* BRAND "D0" BRawD “E" 
yPPeR MIDDLE LOWER TOTAL UPPER MIDDLE LOWER TOT pPPER MIDDLE LOwreR TOTAL UPPER MIDOLE LOWER TOTAL UPPER MIDDLE LOWER : 
” 
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Television's Past, 
Future, Reviewed 
in Dunlap Book 


New York, Oct. 21.—The future of 
television, the medium which blends 
the best of radio, film and news- 
reels, is the subject of a new book 
by Orrin E. Dunlap, Jr., for the past 
°2) years manager of the department 
cf information, Radio Corporation of 
/merica, and a former radio editor 
o! the New York Times. In “The 
Future of Television,” Mr. Dunlap 
seeks to evaluate the new medium 
in terms of what its existence will 
mean in the communications and 
entertainment fields. 

Television, says Mr. Dunlap, has 
been labeled a ‘$30,000,000 if’’— 
that being the amount of money so 
far spent in research upon it. In 
his preface, the author declares that 
the purpose of the book is to show 
how the “if” will be removed and 
a billion-dollar industry started on 
the $30,000,000 foundation laid down 
by the pioneers. 


Describes Obstacles 


In studying television’s case, Mr. 
Dunlap points out many of the 
hitches to be overcome: small re- 
ception area, high cost of produc- 
tion, difficulty in getting backing. 
Television differs from radio, of 
course, in the fact that there are 
almost no television “hams,” 
whereas radio probably owes its 
existence to the curious men who 
tinkered with crystals and ear- 
phones in the era before Class A 
hours and rate cards came into) 
existence. 

Television, says Mr. Dunlap, will | 
not mean the end of the movies; 
there will still be a demand for | 
films for telecasting, and there will | 
be a need for established stars 
and the use of Hollywood tech- 
niques. Production difficulties will 
be greater with television than with 
movies or present radio shows, he 
points out, because of the continuity 
of the production (movies are cut 
and put together, with many an) 
error blessedly consigned to the cut- 
ting room floor), and because the 
seeing eye of the video camera will 
demand perfection in parts and 
appearance (radio actors may now 
read from scripts, make no pre- 
tense of acting). 


Now 11 Video Outlets 


Television in a modern 
dates back to the twenties, when 
Viadimir Zworykin developed the 
Iconoscope and Kinescope. In 1936, 
8 x 10 pictures could be televised. 


sense 


PRINTING 


The FAITHORN CORPORATION 
employees have subscribed 
100% to United States 
War Savings Bonds 


In 1939, television appeared on the 


market place for public use. 
There are now 11 television sta-|and featured a weather forecast: 


tions operating, three in New York,| Adam Hat Stores sponsored sporting 


one in Washington, Schenectady, | events, and the announcer tried on 


Philadelphia, Milwaukee, two in| hats before the fight was actually 
Chicago, and two in Los Angeles. 


Mills had an animated cartoon strip | medium, 
|in which a lamb gamboled about,| newsreels, for 


| televised; Bulova interposed a clock | 


the 


author recalls that 
example, have never 
been able to get beyond weekly 
coverage. Trying to get an inter- 
esting daily coverage would be im- 
possible. For established events, 
like the World Series or the Ken- 


In June, 1941, NBC’s WNBT in | on the television “test pattern” as|tucky Derby, television would be 


New York issued the first television | jts advertisement: 


and Lowell 


advertising rate card, quoting $60| Thomas, silkily reviewing the news, |isher. 


ideal. Harper & Bro. is the pub- 


per hour between 8 a. m. and 6) had cans of Sun oil pyramided on | 


p. m.; $120 per hour between 6 and|the table over which the micro- 
11 p. m. daily. No Sunday evening | phone was hung. 
broadcast was arranged, but Sunday | 


daytime hours were $90. All pro-| dered where the commercial per- 


duction costs were billed at NBC | centage in television would appear, | 


radio rates. _ Mr. Dunlap points out that the bill- 


boards in a ball park, for example, 
Odd Devices Used | ase wonderfully adapted to televi- 
The first sponsors used some sion. A prize fight which is tele- 
unique devices to get their products | vised, he believes, will be telecast 
across to the spectator. Procter &/| only to theaters, where the million 
Gamble used “Truth & Conse-| dollar gate may be easily accessible. 


Life’s’ Magazine Study 


To many people who have won- Begins Fifth Year 


The release of Life’s sixth report 
on the Continuing Study of Maga- 
zine Audiences marks the beginning 
of the fifth year of this research 
project. The report covers a peace- 
to-war transitional period, since 
one-third of the 12,030 interviews 
on which it is based were made 
before Dec. 7, 1941, and the remain- 
ing two-thirds were made in two 


quences” to show Ivory in conveni- | Finally, for those who have seen| approximately equal groups, the 


ent home places; Botany Worsted’ television as 


a competitive news! first right 


after Pearl Harbor in 


January, 1942, and the second in 
May and June. 

Included in the report is a sup- 
plementary study on the reading 
habits of men in the armed forces 
stationed in the continental United 
States. 


| Issues Buying Survey 


Parents’ Institute, New York, has 
| published the findings of a survey 
|of expenditures in food and grocery 
stores made for Parents’ Magazine 
by Fact Finders Associates, New 
York. The book is entitled “Who 
Does the Biggest Buying in Food 
and Grocery Stores?” 


To Griswold-Eshleman 


James W. Robertson, formerly 
promotion manager for Chemical & 
Metallurgical Engineering and Food 
Industries, has joined the advertis- 
ing staff of Griswold-Eshleman 
Company, Cleveland, as an assistant 
account executive. 


> - 


@ WJSV’'s baseball broadcaster, Arch McDonald, has a manner with a 


ur McDonald. 


N a 
ey 
A ie \ 
e 
AS 
‘o 


microphone. Now Washington, D.C.— and WJSV—have extra good reason 


to be proud of Arch. For nine years he’s been a city favorite...and just 


recently Sporting News named him the nation’s best baseball mike-man. 


This is not Arch’s only blue ribbon for 1942. In recent months he’s 


turned his unique announcing style to war-bond sales—to the tune of $300,000 


> 


worth. And that means bonds bought and paid for... not just pledges. 


Arch McDonald is not the only WJSV prize-winner, either. Such stars 


as Bob Trout, Arthur Godfrey, Larry Elliot, Warren Sweeney, Hugh Conover, 


were also born and bred of our special taste for talent. It’s popular personal- 


ities like these—backed by adept programming—who give extra selling 


punch to WJSV’s 50,000 watts of power in this wealthiest per-capita market. 


WJISV * WASHINGTON’S 50,000 WATT STATION 


Owned and operated by Columbia Broadcasting System. Represented nationally by Radio 


Sales with offices in New York, Chicago, Los Angeles, St. Louis, San Francisco, Charlotte 
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Peak Income and Curtailed 


Goo 


Agricultural America 
in Best Financial 
Condition in History 


Chicago, Oct. 22.—Three impor- | 
tant points stand out as the mer-| 


all view of the agricultural market 


urgent and yet more urgent appeals 
for greater production § of 
crops, of poultry and_ livestock} 
products, and of dairy products: 

1. Farm income during 1942 will 
reach the highest point in history. 
2. Shortages and restrictions will 
slow down farm investments in cap- 


oatterns 
|}consumer goods. 

3. The one big cloud on the far- 
mer’s horizon fear of addi-| 8.5 billions. 
chandising executive takes an over-| tional labor shortages, due to the 
iemands of the 
at the end of a vear marked by| and the inability of the farmer to 
. ’ successfully 
farm | industry wage scales. 


compete 


Income at Peak Level 


According to the latest available 
Bureau of Agri- 
cultural Economics of the U. S. De- 
partment of Agriculture, cash farm 
income from marketings this year 
| will be about 15 billion dollars, an 
| increase of approximately one-third 


figures from the 


CONSUMER-GOODS MANUFACTURERS | over 1941 and 


New A.B.P. Study Can Help Solve Your 
War-Time Retailer-Relations Problems 


This report is based on 
interviews with retailers. 


SEE FULL PARTICULARS ON PAGE 31 


is 


nearly double 
pre-war 1935-39 average. 
during World War I was 14.6 billion 
dollars, in 1919. 

The 1942 income peak represents, 
according to the Bureau, a rise in 
| prices of around 25 per cent over 


ds Means Farmers Save 


ital goods items such as machin-, last year, and a 12 per cent increase | 
ery and buildings, and rubber and 
gas rationing will exercise as yet| 
| incalculable changes in the purchase | and will raise the total cash farm 
for so-called personal or 


in sales. Government payments will | 
be about the same this year as last, | 


income to around 15.6 billion dol- | 


‘lars as compared with 11.8 billions | 
‘in 1941 and the 1935-39 average of 


Total gross farm in- | 
come, including the value of what | 
the farm furnished to the family for 
living and the value of increased 
inventories, is put at about 18.5 bil-| 
lions in 1942, compared with 14.2 | 
billions last year. 

Net income of farm operators is 
forecast by the Bureau at about 
$9,785,000,000, an increase of about 
54 per cent over 1941 and more 
than double the 1935-39 average. 
This figure is about a billion more 
than for 1919, the previous peak 
war year. It will provide a net in- 
come from agriculture per person on 
farms of about $368, compared with 
$254 in 1941. 


1943 Outlook Good 


As for the outlook for 1943, the 
Bureau has this to say: 


Another day in Detroit- 


lh milla" le 
tht glo 


, 


In dynamic Detroit the automotive industry, 


alone, is producing more than $14,000,000 worth of 
war materiel every day! And still production sched- 


ules are skyrocketing! 
Today, there are more than 580,000 hourly paid 


workers engaged in war work in the Detroit indus- 
trial area, and this figure is growing with each pass- 


ing day. 
This makes Detroit the most vital and responsive 


market now. And the soaring sales of War Bonds 
guarantee the purchasing power of these workers in 


the future. 


Never before has Detroit presented such a great 
advertising opportunity. And you can reach this 
action-packed market bv using only one newspaper 
—THE DETROIT NEWS. 

With its circulation now at an all-time high, 
THE NEWS goes into 63.8% of all homes in Detroit 
taking any newspaper regularly! 


Total average net paid circulation for 
six-month period ending March 31, 1942: 


WEEK DAYS—380,495 
SUNDAYS—459,479 


@ The largest A. B. C. recog- 
nized HOME DELIVERED cir- 
culation of all newspapers in 
America. 


| 


RECORD FARM INCOME FOR 1942 EXPECTED 


UNITED STATES AVERAGE 
168 PERCENT 


\\ 
2 , 
. 


CASH INCOME FROM FARM MARKETINGS. 1942 AS 
PERCENTAGE OF 1935-39 AVERAGE * 


PERCENT 
Hi 220 and over 
Gd 200-219 
180-199 
iN E22) 160-179 


\ (2) 140-159 
©1942 BASED OWN 
TENTATIVE ESTIMATES 


How far cash farm income from marketing has come since the days of 1935-39 

may be gauged by this map of the Bureau of Agricultural Economics, showing 

percentage of increase for 1942 over the base period. All sections of the country 

show increases, in varying degree. The average increase for the United States 
as a whole is 188 per cent. 


“Present indications are that the 
production of livestock and _ live- 
stock products in 1943 will continue 
the upward trend of recent years 


| but at a reduced rate because of 


labor and other shortages. At about 
present price levels, income from | 
these items would be somewhat 
higher in 1943 than in 1942. Sales | 
of crops will be somewhat higher in 
the early months of 1943 than in 
the corresponding period of 1942, | 
but unless yields should again be) 
sharply above the average, it is 
probable that the total volume of 
crops sold in 1943 will be somewhat 
less than in 1942. At prices averag- 
ing about the same as in September 
this year, cash income from farm 
marketings in 1943 would be around 
16 billion dollars, compared with 15 
billion in 1942. Gross farm income 
probably will increase by about the 
same amount. . . Expenses may be 
tentatively estimated as between 9 
and 9's billion dollars. This would 
leave a net income to farm opera- 
tors in 1943 of between 10 and 10% 
billion dollars.” 


Huge Savings Made 


These general figures for the en- 
tire country vary, of course, from 
section to section and from crop to 
crop. The generalization may safely 
be made, however, that gross and 
net from farm income will be sub- 
stantially the largest in the coun- 
try’s history this year for all sec- 
tions and for all types of crops and 
farming operations. 

If this record production and in- 
come period had been attained dur- 
ing “normal” times, when the far- 
mer’s spending was governed only 
by his inclinations and his ability to 
pay, sales of farm implements and 
machinery, of automobiles and 
trucks, of material and equipment 
going into improvements and ex- 
tensions to plant and living quar- 
ters, would undoubtedly have hit 
new high levels. But since auto- 
mobiles, trucks and farm machinery 
in general cannot be purchased, and 
improvements in plant and living 
quarters are severely curtailed, 
spendable farm income has been 
and is being channelized to a larger 
relative extent than that of the city 
dweller. 


RURAL STORE SALES UP 


TURAL GENERAL MERCHANDISE SALES 
OUTPACE DEPARTMENT STORE SALES 
inOex GALES 1m UARN. JULY 
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This chart, developed by Midwest Farm 
Paper Unit, shows how rural general mer- 
chandise sales have outpaced depart- 
ment store sales for more than a decade, 
and are now increasing their lead 
sharply. 


An extraordinarily large portic 
of the farmer’s cash income is g 
ing into payments of debts, reduc 
tion of mortgages and savings, wit 
good increases in consumer so 
goods and semi-luxury lines -whic 
are still available. Thus the farme 
is building up an exceptionally larg 
backlog of savings which augt 
boom business for the makers « 
capital goods, building materia 
and supplies, equipment and far 
machinery, once these are agai 
available for purchase. 

All farm authorities point ou 
that one of the most encouragin 
signs in the current farm picture 
the almost total absence of a specu- 
lative spirit. During the last was 
farmers speculated heavily in land, 
extended their holdings widely, and 
as a consequence were in poor con- 
dition to meet contracting price 
and markets when the war boo: 
broke. Deluged under heavy fixed 
expenses, many of them were 
caught in a vicious cycle from which 


BALTIMORE 
- BOOMING | 
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In Baltimore a 
Consistently — 
Reaches and 
Influences 

the cream of your 

sales potentials 


600 Kc. 


CBS basic since 19 
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OWNERSHIP RISING, TENANCY FALLING ieee ae os 
' Other Expenditures. 325 
lg ee . 1,911 
PANOR 1S FARM OWWERSHTP® AND TENANCY the | Gifts, Contributions 23 
™ eens Sees Personal Taxes .. : 104 
eee | Noncash—Food ..... 2,210 
—— — “ ere er eee 1,157 
z a Household Operation 468 
one we | : , Re Ne 
718 k——} om aa c Le =| TOTAL FAMILY LIVING. $13,000 
a aa =< | _ ; 
| | \ Las TE. PRODUCTION 
a * on “> | Operating—Feed Purchased.$ 1,360 
* — } Livestock Purchased 720 
P : | Fertilizer, Lime ......... 395 
{ | Motor Vehicle Operation 730 
" Miscellaneous Operating 
” . ~. PU ba xicnaccnns .. 1,100 
f ve = | Fixed—Labor, Taxes, Interes 2,150 
| Rent to nonfarm land S90 
| Capital—Buildings 650 
| 1% | Auto (production) 142 
= \ oes | SE 6s ca ‘ 100 
a Tractors. pmle 300 
| Other machinery 0 
~ | Harness, Saddles 20 
pias | 
oO” - QUWERSHIP | TOTAL PRODUCTION $ 9,007 
i” “7 TENaNcY | 
| GROSS INCOME . $22,007 


This chart, developed by Southern Agriculturist from Census of Agriculture 


statistics, shows sectional changes in farm ownership and tenancy for 1930-1940. 
Increase in ownership is expected to be stimulated by existing hich incomes. 


Shows Buying Patterns 


too many never escaped. Be- 
cause of the recollection of these 
conditions, and for other reasons, 
including the advancement in the 
general level of farmers’ “economic 
education,” this condition does not 
exist at present, and on the con- 
trary, farmers are showing a 
marked reluctance to extend com- 
mitments and are rapidly liquifying 
their positions, so that most authori- 
ties anticipate that they will come 
out of the present war with a 
smaller debt structure and a larger 
backlog of liquid assets than ever 
before. 


all 


Labor a Problem 


Farmers are worried considerably 
about the farm labor situation, 
although recent pronouncements of 
federal officials have given them 
some reason to hope that a measure 
of relief is in sight. Despite an esti- 
mated 12 per cent increase in out- 


put during this year, farm labor 
has shrunk considerably from last 
year’s levels, and production has 


been maintained only through such 
emergency tactics as 16 and 17-hour 
working days, utilization of wo- 
men’s and children’s labor at new 
high levels, and day and night use 
of farm machinery. The operation 
of tractors at night has become a 
common practice on farms, and op- 
eration of farm machinery on a 24- 
hour basis is by no means uncom- 
mon. 

Earl J. Cooper, livestock repre- 
sentative for Country Gentleman, 
points out that an analysis based on 
1938, when the only official division 
of the farm dollar was made, indi- 
cates that this year farmers should 
have from 4 to 5 billion dollars for 
“living, savings and investments— 
spendable cash income.” Much bet- 
ter judgment is being exercised in 
handling this spendable cash income 
than in World War I, he says, with 
the result that while farmers are 
buying freely today, “they will have 
left many billions of dollars to spend 
for all types of merchandise.” 

The research division of Success- 
ful Farming estimates the total farm 
income from all sources—both cash 
and noneash, and both agricultural 
ind nonagricultural—at the record 
level of 22 billion dollars, startling 
figure but one which the publica- 
on says its research indicates 
‘Quite reasonable.” 

With this base, Successful 
Farming estimated farm income and 
expenditures for 1942 as follows: 


is 


as a 


Medical 


Care 


Personal Care 


Recreation 


| With further reference to the 

507 farm buying pattern, Midwest Farm 

ss 182 Paper Unit points out that farm 
182 |prosperity is mirrored in a_ con- 


tinued rise in sales by mail order 
companies and stores in rural sec- 
tions, with the index of rural retail 
sales of general merchandise com- 
" piled by the Department of Com- 
hae ee merce higher than the previous 
=e year for 21 consecutive months. The 
January-July total was 18 per cent 
ahead of last year and nearly 50 
» per cent over 1939. 
Priorities and scarcities have re- 
is stricted sales of durable goods, but 
demand has turned to clothing, 
housewares, food specialties and 
minor luxuries, the organization 
says. Substantial changes in spend- 
me ing for family living have also come 
| about, it says, with savings more 
| than doubled, and expenditures for 
| food, clothing, fuel, light, refrigera- 
tion, furnishings and equipment in- 
creased one-third or more, due in 
part to higher prices. 


SOUTHERN INCOME 


Case fame | ecomt 14 Soulwtem starts 
From CROPS LIVESTOGR & LIVESTOCR PROguCTS ‘ 
O96 Bovernment Payments 
- 


@ aw & +s ome 


es “ “ “ - . 


Less Construction in 1942 


Records of cash farm income for 


14 New farm construction will total 
Southern states, with the estimated fig- | about $270,000,000 this year com- 
ure for 1942, are shown in this chart of | pared with $300,000,000 in 1941, ac- 


Projressive Farmer. cording to the Department of Com- 


FAMILY LIVING 
Millions of 
Dollars 
as] Food $ 2,392 
Clothing 975 
H ing 182 
H ehold Operation 743 
Furnishing equipment 07 
Au'o (family) 728 
BOOKLETS ani 
BETTER 


CI 
Foupers 


LESS 


SAGES HELPS) 


Se os 


IMPROVED OFFSET 


ETT Batty 


COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 


480 CANAL STREET, NEW YORK 
WALKER 5-3030 


OH, TO BE 


ON MUTUAL 


now that Autumn here! 
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It’s an open secret that wartime travel curtailment does not affeet Mutual advertisers. 


Somehow, the annual autumnal urge to get out, meet friends, and make customers, is 


causing more and more sponsors to go more and more places on the network that’s going 


places itself. For example: 


GILLETTE opens its fourth Mutual sports season, 
over more stations than ever, with play-by-play 
broadcasts of the fabulous 1942 World Series. 


CRESTA BLANCA, [first wine advertiser ever to put 
network radio to work, launches Jack Pearl, Morton 
Gould and company, in “Cresta Blanca Carnival.” 


PHARMACO follows its 100th consecutive Mutual 
broadcast by doubling its “Double or Nothing” 
hookup for Feen-A-Mint, signing the largest regular 
network lineup in radio. 


CAMPANA moves “The First Nighter? after 12 years 
on other networks, to 125 Mutual stations. 


D. L. & W. COAL carefully weighs what the other 
networks have to offer and stows ‘blue coal’ aboard 
Mutual for the “The 


Shadow.” via more stations than ever before. 


sixth year in a row with 


GENERAL CIGAR comes up the Mutual gangplank 
with Raymond Clapper, Number One Washington 
correspondent, in a twice-weekly campaign for 
White Owls. 


These are a few of Mutual’s fellow-travelers this fall. They’re all on their way to more 


friends and more sales, now and after the war. Better not miss the boat yourself... check 


your 1942 passport to profit: Mutual Rate Card No. 10. 


THE MUTUAL BROADCASTING SYSTEM 
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merce. Residential buildings on | 
farms will run about $150,000,000, | 
compared with $176,000,000 last 
year, while service building will 
aggregate about $120,000,000 against 
$124,000,000 last year. 


How Industry 


Future Opportunities Great 


All Civilian Lines 
Affected; Brands Go 
by the Boards 


[Editor’s Note: Because of dis- 


“No other single market presents 
as many certain future opportunities | 
as today’s agricultural market,” | 
Farm Journal and Farmer’s Wife | 
concludes. “Farm income has stead- | 


ily increased, farm mortgage debt) ; tvati AP noel 
is the lowest in decades, value of cussions of concentration of pr 


: ; i a i m ls, readers 
farm property is steadily increas- |" nd Victory odels, 


; ‘el i in the followin 
ing, and the farmer’s relative living may be interested tn the j 9 


costs and taxes are lower and his | Summary of developments in_ the 
family has more spendable income | CONCentration of industry in Great 
th y a © a with an @ ual | Britain. The summary was released 
pore penn memes qua" last week by the British Information 

“In this present prosperity is re- | Services in New York, and a more 


i .. |detailed pamphlet, “Concentration 
coe tar edema yoy pond = of Consumer Industries and Trade 


oe 8 in Great Britain,” is available from 
succesful effort to pulld its home| rhe Service on request to its offices 
: , >| at 30 Rockefeller Plaza.] 
its adoption and development of 
scientific farming methods; its In recent months, Britain has in- 
planned training of farm youth in| itiated a new policy in connection 
better farming; and its retention of| with the production of goods for 
the true American spirit of free} civilian consumption. From now 
enterprise.” on, the resources available for civil- 
ian production are to be increas- 


is Working in England 


Rumage Named Director 
George V. Rumage has_ been 
elected a director of the Eton Pub- 


ingly concentrated on the manufac- 
ture of standardized “utility” 


Concentration 


| ernment is planning utility furni- 
|ture, pottery, hollow-ware, um- 
|brellas, pencils, cutlery, suitcases 
'and many other civilian articles. 
| Britain’s wartime policy for civil- 
ian goods may now be seen to fall 
‘into three stages. In the first— 
“Limitation”—controls were put on 
the total amount of raw materials 
to be used, and on the total amount 
of civilian supplies. In the second 
—“‘Concentration of Production’— 
factories producing civilian goods 
were drastically cut in number. In 
the third and perhaps final stage, 
standard fixed price “Utility” goods 
are produced, in a quantity calcu- 
lated exactly to satisfy essential 
civilian needs. 
Clothing Industry Cited 

Mr. Dalton, president of the 
Board of Trade, has called this third 
stage “concentration of products” 
to distinguish it from the second 
stage “concentration of production.” 
The keyword is “concentration.” 
every aspect of Britain’s life today, 


In 


lishing Corporation, New York. 


articles. “Utility” clothing is already | plans are made to concentrate the 
a pronounced success; and the gov-|expenditure of time, effort and ma- 


YOUR PRODUCT NOW...IN HOUSTON 


America’s Fastest-Growing 
Big City* Continues to 
Grow FAST! 


Washington, D. C., Excepted (U.S 


Cen.us) 


Houston (Harris County) 
permanent residents to its 


industries. 


sons. 


“600,000-plus.’” 


The Chronicle sells Ho 
28.6 more families sub 


more families subscribing 


Zone! 


Here’s a market that has VOLUME 
ACTUALITIES .... not possibilities 


U S. Census was taken, according to the new 1942 
City Directory, just published. 
been attracted by Houston's high-wage paying war 


The Census showed a population of 528,961 per- 
sons, and the 1942 City Directory shows 613,056 per- 
This coincides with the population estimates of 
the Sugar Rationing Board, 


than to the second Houston newspaper, and 47.5% 


the third Houston newspaper, in the A. B. C. City 


has added 84,095 more 
population since the 1940 


These people have 


which said the figure was 


uston in one lump—with 
scribing to The Chronicle 


to The Chronicle than to 


terial on civilian needs, so as to 
leave the maximum possible for war 
supplies. The nomination of 2,000) 
clothing firms out of 25,000 in the) 
industry to undertake the produc- | 
tion of “utility” and government 
clothing is a striking example. Con- 
centration has become today a much 
wider and more effective principle 
than when it was first applied to 
civilian production in March, 1941. 

When Mr. Oliver Lyttelton (then 
president of the Board of Trade) 
introduced his concentration plan in 
1941, production for civilian needs 
had already been very severely cur- 
tailed through government controls 
over raw materials, and through the 
“Limitation of Supplies Orders.” 
Through these orders, factories 
making civilian goods were only 
allowed to supply retailers with a 
dwindling percentage of their pre- 
vious supplies. In practice many 
civilian factories became engaged 
partially or wholly on war orders, 
some were working part-time on 
their former products and some had 
closed down. The _ concentration 
plan was designed not so much to 
limit total production for civilian 
needs (which was already being 
achieved) but rather to rationalize 
future production so as to save part- 
time working and to release labor 
and factory space in areas where 
they would be useful to the war 
production program. 


“Nucleus” Firms Introduced 


The plan put forward was that in 
every industry covered by Limita- 


Manufacturers accepted the neces- 
sity to make any sacrifice needed 
for the war effort. What compen- 
setion there was for closed firm 

was provided by the nucleus firm 

in one of various ways: by manu- 
facturing for the closed firm at cos: 
price, or by buying the closed firm 

wartime quota, or by paying a ley 
towards a compensation fund, or b\ 
sharing the profits, or by buying ou: 
the closed firm. In every way the 
government tried to encourage ar- 
rangements which would leave the 
closed firms intact. It gave every 
industry a time limit to produce 
voluntary plans, in default of which 
compulsory plans were to be applied 
by the government. 

Within 14 months, 250,000 wort - 
ers and 55,000 square feet of factory 
space had been released throuy) 
concentration. The workers were 
largely “factory-trained” and thus 
valuable for war production. Fa. - 
tory space was allocated for wer 
production or storage by a spec 1] 
department of the Board of Trace. 


Wide Variety of Plans 


Because of the effort, at this 
stage, to maintain the voluntary 
character of concentration, the plans 
adopted varied considerably. In 
hosiery, for example, small firn 
continued largely to have their o1 


nucleus firms. In cotton, concen- 
| tration was achieved largely through 
the Cotton Board, a semi-govern- 
|mental agency. In cutlery, the gov- 
ernment had to impose its own plan 


tion of Supplies Orders or by con- 
trols over raw materials, plants not 
working at full pace, or needed by 


the war program, were to cease 
operation and transfer their quota 
= production to “nucleus” firms. 
Nucleus firms were to be given cer- 
tain privileges; their supply of labor 
|/and raw materials for essential pro- 
duction would be assured, and they 
|would receive government orders. 


as the industry did not lend itself 
ito voluntary concentration. The 
| problem of branded articles was met 
in various ways. Where they could 
|not be maintained they were some- 
| times replaced by a wartime substi- 
tute brand, representing a joint pro- 
|duction of different firms. Where 
|concentration plans covered the 
|}industry as a whole, compensation 
funds were founded for the care and 


products made for them by th 


| Every industry was asked to make maintenance of closed factories. In 
|its own arrangements voluntarily | the cotton industry, nucleus firms 
for the selection of nucleus firms, | Paid a levy based on spindles left 
| but the government undertook to|in Operation; in the carpet industry 
|give every firm which was closed | the levy was based on the amount 
through concentration a chance to|0f carpets produced. 
reopen after the war. During this period, concentration 
In contrast with the later devel-| was already beginning to take new 
cpments of concentration the gov-| forms. In production, the new ten- 
ernment worked, in its early plans, dencies were for the government to 
‘on the assumption that no unified|take a direct part in deciding not 
plan would be necessary for every | Only the amount of production but 
industry as a whole. Any firm, | the exact articles which were to be 
however small, could apply to be| produced and the firms which were 
recognized as a nucleus. firm pro-|to produce them. Outside produc- 
vided that it could arrange to absorb | tion, concentration was extended to 
enough production to keep it busy.|cover the distribution of food, the 
There was no suggestion, at this/civil service, banks and financial 
‘stage, that standardized articles|institutions; and plans were even 
‘should be produced. On the con- discussed for the concentration of 
trary, the government hoped that | all the retail trade in goods other 
nucleus firms would be able to make | than food. 
| specialized articles for the closed; Typical of the attitude toward 
firms who would continue to market | concentration was the plan put for- 
‘these articles to their own custom-| ward by the Board of Trade in 
| ers. June, 1942, for the reorganization of 
| the soft drinks industry. Under this 
plan production for the whole in- 
The government offered no com-/| dustry is to be given over to a small 
pensation to firms to close, the| number of firms. All brands are t 
established principle being that the|disappear for the duration of the 
| government does not pay any com-|war. The output of the nucleus 
pensation for war losses except for| firms is to be carefully planned 
‘those due to direct enemy action.|carbonated drinks are to be de- 


| 
| 
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No Compensation Given 


POINT-OF PURCHASE ADVERTISING 


BUY 


Where the prospect can immediately obey your urge t 
is ’ 


Coe 


R. W McCARTHY 
National Advertising Manager 


HOUSTON CHRONICLE 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR THE 30TH 
CONSECUTIVE YEAR 


THE BRANHAM COMPANY 
National Representatives 


| 
| 
| they 


| 
| 


NS 
Pa Sena ne 


Producets -s 
J 


MA 


a & ie 


imn 
tion 
besi 


esse 

T. 
men 
exte 
trati 
exar 
cent 
indu 
conc 
veye 
The 
hay € 
gove 
form 
the ; 
Mon 


conc 


for | 


dric 
Cotto 


ies P FS : E -s PN « y PSS ae eae 7% ; ie ‘ % j = ss ¥ a Q : mga es. 
: = 
ci — ee C 
. 
a. ae i A ee - 
“ae | 
e a 
J = 
tl 
J 
n 
eC F 
cr 
es a a de 
; De ab 
eg ins 
the 
—_c ha 
Rd all 
br agp. clo 
~~" du 
pe : ani 
2 'STORE : 
oe: cae , : , 
- ‘es ara BS ai 
inn a Le ) ee 4 Qk ay oe aie 
8 7 P «@ y ye £ . . hes 
ae. es ial a el 4 \ . 
ee . &« + a cle 
~ % | rap (i % a pte 
a , giz a 
ee a , ZZ H wa 
¢ ZF | 
ig | re zn 
= ! Yj eve 
7 My JAKKS [om 
ee a a . = Aq %. 4 ( a this 
ae p  ogia: 
“ne ad 2 tun 
ee ror 
; a 7 of 
1 Be ider 
bm stuc 
ie is ¢ 
= 
_ ee 
PS 
ti ver a ET TE LT LE TELE TT 
e er ; (1 VA t 
; ve — 
a qrucks 4 
“ ee | ee | a 
oat | senile reproduenons . 
: ...are ons ¢ your magazine the aie FOR ss 
6 ee . + size, ° Y . J anasst™ e s 4 
ra ee in giant per ads Displaye? : \\ —_— od | 
a ae wspa ; : — 
-  S poPrers’ store windows: TAYE —— nc 4 \ 
— revive b _— , 
= oa ylate desire of ge : a \ — _¢ - < { 
cS right oF roducts ore OF” RNATIO 4 | » | 
.> ee winere your PO into i a | 
a Mae i ——— . 
oe yrehase- in black OF - \ “e ; : 
bo : . ; wia . 
= . . . investment In them is friv 
Sr | ne ve Orr do nv 4 
ge a scald comPh 
nS By E \ M e R er 34 year’s 7700 
= TO SELL HOUSTON BUY C | = Advertising os ae « Prone CATS 
ae aoe HR ee | h Avenve * . 
: x ONICLE... TEXAS’ LARGEST DAILY & 7 Wades feege, wine 
5 ate ta 
ey eon ome a a ae: RB Ae Se “s ca ae" Sales ke . 
os AEE ROE AMO TT, ae a ce ae ee ee oe Sp che? SO OO i ee 
ah aes = ee ae ed as caer. fae Dee at Ave & Nees a i 2 
a ) Sae wed bess m Sl oer a ee 4 Set oo oe oe ae a ore! ge aie 78 ren 4 2 ts, te Mast of ee tt Ye ER ic ttlny dive a SR TAS < sh 
2 < : : ag Meee 3 at ages Si Ge es oe = * ie q wy -. Ae ge Sadan se < é a oe ae % Dimes gt ty 7 Py wt a : é ne wr - 
be es er all eee fee Atay? Poa y add 7 a : - pital an ce oe ii asp. at fe 
% 2° a aan ame Cs eat 
#2 pag Me 7? ee WEE pe OF ie 4 


i oe OF Oe is 


the 
cial 
ven 
1 of 
ther 


vard 
for- 
ep in 
yn of 
this 
" in- 
mall 
re \ 
' the 
cleus 
ned 

de- 


—— 


October 26, 1942 


ADVERTISING AGE 


39 


A REMINDER 


S 


- 
ee RO Fine 


When you buy va yourself 
* REMEMBER HIM 


James Montgomery Flagg painted this 

new poster be the Cigar Institute of 

America, to help promote the smokes 
for soldiers and sailors drives. 


creased in volume, but essences and 
syrups, easier to transport, are to 
be increased. Deliveries are to be 
organized so that each factory will 
deliver only in a prescribed area. 


Carried to Its Ultimate 


it was 


Even more sweeping is the plan| 
for the clothing industry. Out of 
about 25,000 firms engaged in mak-| 
ing up clothing, about 2,000 (mainly 
the large mass - producing firms) | 
have been “designated” to produce 
all the “utility” clothing. With the 
cloth manufacturers allowed to pro- 
duce very little but “utility” cloth, 
and with the consumer spending his 
coupons almost entirely on “utility” | 
clothes, the pattern for this industry 
is thus complete. 

“Utility” products were defined | 
by Mr. Dalton as “goods sufficiently 
clearly designed for their prices to| 
be fixed, planned to meet essential 
needs in a sensible manner and 
produced in the most economical 
way possible.” As a counterpart to 
the production of utility goods in 
every suitable industry, the govern- 
ment is prohibiting the production 
of any articles which do not fit into 
this program. In the domestic 
glass industry, for example, only 
tumblers, jugs, mugs and small mir- 
rors will be produced; in the case 
of jewelry, only clocks, watches, 
identification bracelets, cuff links, 
studs and plain wedding rings. It 
is estimated that this policy will 
immediately release 30,000 addi- 
tional workers for war work, 
besides increasing the supply of| 
essential requirements. 

Typical also of the latest develop- | 
ments are the efforts made to 
extend or simplify existing concen- | 
tration plans. Some industries, for | 
example, hosiery, have been re-con- | 
centrated. The paper box and carton 
industry, which could not achieve 
concentration, is now being sur-| 
veyed for compulsory concentration. 
The operations of the brick industry 
have been considered by a special | 
government committee, and a plan| 
formulated similar to the plan for 
the soft drinks industry. The dia- 
mond-cutting industry has _ been 
concentrated and plans are prepared 
for paint and varnish, jute, laun- 
dries and other industries. In the 
cotton industry on the other hand, 


found that concentration 
could be carried too far. Some mills 
were reopened temporarily to cope 
with essential government needs 
and 10,000 workers were sent back 


'to this industry. 


Concentrate on Food Production 

Independently of the Board of 
Trade, the Ministry of Food has 
been active in applying concentra- 


tion wherever possible to the pro-| 
duction of food. Since 1940, mar-| 


garine and cooking fats have been 
manufactured by one combine rep- 
resenting all manufacturers, and 
producing a standard unbranded 
article. The slaughtering of cattle 
and the dressing of meat has been 
restricted to 800 slaughter houses. 
Before the war about 16,000 butch- 
ers slaughtered their own cattle. 
Concentration plans have been pre- 
pared for bacon curing, butter 
packing, cheese processing, 
canning, glucose manufacture, prov- 
ender milling and egg packing. 


milk | 


tion of food distribution. Wholesaler 
buyers of margarine, fats and flour, 
have to take it from the nearest 
factory or mill. After Sept. 
1942, retail sales of milk are to be 
rationalized. In every urban center 
deliveries of milk are to be reor- 


| ganized so as to prevent any over-| 


lapping. Many dairymen will be 
forced to withdraw for the duration. 


Packaging Also “Concentrated” 


A form of concentration has also 
been introduced into the packaging 
ef all types of goods. Apart from 
| the controls which have increasingly 
/restricted the use of paper, cartons 
jand tin in packaging, the iatest 
| packaging order drastically reduces 
| the number of sizes in which com- 
|modities may be packaged, some- 
times allowing only a single size. 
| Manufacturers in no less than 100 
jtrades had already reduced the 
numbers of sizes available for their 
| packs, and in many cases have vol- 
untarily adopted standard contain- 


Striking progress has been made| ers. 


in the concentration or rationaliza- 


The most difficult problem, as yet! 


30, | 


unsolved, is the possible concentra- 
tion of retail trade. With the short- 
age of supplies and labor, traders 
have been badly hit. A sample sur- 
vey in seven 
about 10 per cent of shops engaged 
in non-food trades had already been 
closed. Many more are carrying on 


towns showed that! 


| 


at a loss, trying to maintain their | 


identity until after the war. It is 
felt that there is considerable wast- 
age in the existing system. 

The government appointed a 
committee in May, 1941, to examine 
the problem, and it reported that 
“present conditions may almost of 
necessity involve the withdrawal of 
a proportion of existing traders.” 
Voluntary concentration has _ not 
been achieved to any appreciable 
extent, and in its latest report the 
committee has suggested that it may 
be necessary to put forward a com- 
pulsory plan in which traders who 
carry on pay a levy for the com- 
pensation of those who withdraw 
for the duration of the war. Nat- 
urally a plan of this sweeping 


character will not be accepted 
easily, yet some concentration plan 
will have to be devised for retail 
trade, to meet war conditions. 


Fleetwing Sells 
Approved Cartons 


Government - approved mailing 
cartons for packing Christmas gifts 
to send to men in the American 
forces overseas have been put on 
sale at Fleetwing Corporation filling 
stations in Michigan, Indiana, Ohio, 
Pennsylvania and West Virginia. 
The cartons are the correct size, and 
with them go full instructions for 
mailing and labeling. 

Griswold - Eshleman Company, 
Cleveland, handles the account. 


Marks 2lst Birthday 


The Peanut Journal and Nut 
World, Suffolk, Va., will celebrate 
its 2lst anniversary in November 
with a special anniversary edition. 
The publication is the official organ 
of the National Peanut Council of 
Atlanta, Ga., and the Carolina Pea- 
nut Association. 
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of tuna . . frequently available at | | 

Tuna, Rare But ct aes Gettin Person al New Set-up 
N Q it G The campaign will run through | g f ‘Ss . 

ot ulte one, April in The American Weekly, —_—__— — or cience 

: Better Homes and Gardens, Good | . ’ 

to Get Promotion Housekeeping, Ladies’ Home Jour- | Frank P. Schreiber, manager of WGN, Chicago, recently accepted a and Mechanics 

San Francisco, Oct. 21.—Although nal, McCall’s, Sunset Magazine, special award from the National Board of Fire Underwriters in token Chicago, Oct. 22.—Science ay 
the American market could easily | 77¥¢ Story and Woman’s H of the station’s programs built around the fire prevention theme. | Mechanics, which has been pul 

~ “| Companion. Brisacher, Davis and | E. R. Reske, chief engineer of the Chicago board of fire underwriters, | jineg by Virgil D. Angerman { 


absorb ten times as much tuna as 
will be available for home consump- 
tion, Van Camp Sea Food Company, 
Terminal Island, Cal., is launching 
an advertising campaign in maga- 
zines to tell housewives why there 
is a shortage and to encourage them 
with the statement that their deal- 
ers will frequently have a stock of 
tuna fish. 

Copy explains that while the larg- 
est part of the $3,000,000 Van Camp 
fleet is in the Navy, and while war- 
time demands are the greatest in the 
country’s history, boats that remain 
are working overtime to put White 
Star tuna and Chicken of the Sea 
tuna on dealers’ shelves often 
as possible. “Don’t miss out,” cau- 
tions one bit of text, “Always look 
first for America’s favorite brands 


as 


lof the Lynn Motor 


Staff is the agency. 


G-E Advances Two 


K. R. Van Tassel 
pointed sales manager of the newly 
formed integral-horsepower motor 
section of General Electric Com- 
pany’s motor division. Mr. Van 
Tassel has been sales manager of 
Lynn: Motors at G-E’s Lynn, Mass., 
plant. D. A. Yates, of the same 
division, has been placed in charge 
Group. 


Curran Named Head 

Robert E. Curran has been named 
president of Charles of the Ritz, 
New York, succeeding Richard Salo- 
mon, who enlisted in’ the armed 
forces. Mr. Curran 
assistant to Mr. Salomon. 


was formerly 


udos from the Capital 


WWL Daytime Coverage 
PRIMARY and SECONDARY 


You get both with: 


| 
| 


has been ap- | 


NEW ‘ORLEANS, 


50,000 watts - - clear channel 


In Washington, with all its alphabet agencies. WWL has a 


meaning too! They listen to this 50,000-watt station——enjoy our 


yrograms—and write to tell us so. 
g 


But your Washington listeners-to-WWL are just the frosting. 
Your big bountiful cake is the New Orleans trade area—dom- 
inated by WWL 

WWL advertisers. 


an area growing and prospering and profiting 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


of the city’s fire de- 
were 


made the award, and Chief Joseph J. Graham, 
partment, was an interested spectator. Four similar awards 
made to other stations in the country. . . 

Hugh Ryan, art director at Ruthrauff & Ryan, 
the wild waves off Georgia while vacationing at The Cloisters, 
Island... 

When glancing over your football programs between halves this 
fall, don’t be surprised if you find the name of Paul N. Swaffield, 
advertising man- 
ager of Hood Rub- 
ber Co., Water- 
town, Mass., listed 
as one of the ref- 
erees. He will 
serve in that ca- 
pacity at this sea- 
son’s grid tussles 
between Yale & 
Dartmouth, Boston 
College & Temple, 
Harvard & Wil- 
liam and Mary, 
and Army & 
Princeton. . . 

Frank Weston, 


is communing with 
Sea 


| 
} 


TO THE TOURNEY WINNER 


pres. of Frank 
Weston, Advertis- 
ing, Providence, 


will direct public- 
ity for that city’s 
United Community 
Fund, which this 
year includes all 
relief agencies. . . 


George E. Mosley, ad. mgr. of Seagram-Distillers Corp. 

presents the Seagram Gold Cup to Mrs. Craig Wood, 

who accepts on behalf of her husband. The cup is pre- 

sented annually by Seagram to the winner of the Cana- 

dian Open Golf Tournament at the Mississauga Golf 
Club, Toronto. 


the past seven years, has been reo 


| ganized, with ownership transferr: 


to a syndicate of Ohio industrialist 


| November, 


The University 
of North Carolina has conferred an honorary doctor of engineering 
degree upon Graham H. Anthony, pres. of Veeder-Root, Inc., Hart- 
ford. The occasion was the recent exercises observing the 53rd an- 
niversary of the founding of the university’s State College division. . . 

Tom Luckenbill, new radio director for Wm. Esty & Co., was on 
hand for Abbott & Costello’s skating party Oct. 7, for the press at 
Hollywood's Rollerbowl, the night before they made their first broad- 
cast for Camels. 

Edgar Kobak, exec. v.p. of the Blue Network, will be a member of 
the honorary committee for the fifth annual Army-Notre Dame rally, 
which will be held Nov. 6 at the Waldorf Astoria. Proceeds from 
the rally will be divided between the Army relief fund and the Notre 
Dame scholarship fund. . . 

Uncle Sam’s Coast Guard auxiliary has another new recruit in the 
person of Richard W. Davis, general mgr. of WNBC, Hartford. . . 

N. E. Brown, v.p. and adv. dir. of the Record, Columbia, S. C., has 
been named chairman of the field organization of the Columbia Com- 
munity Chest campaign. . . Scrap seems, like gold, to be where you 
find it. When Ann M. Whittlesey, office manager of the Griswold- 
Eshleman Company, Cleveland industrial agency, undertook a scrap 
drive on two floors of the office building which houses the agency, she 
amassed a sizable pile of the material. Looted were the following 
offices: McKeehan, Merrick, Arter and Stewart, attorneys; sales 
offices of Bethlehem Steel Co.; the traffic agent of the Semet-Solvay Co., 
and the agency’s offices. Included in the loot: two lamps, the swiveling 
portion of a swivel chair, a replica of the Liberty Bell, an old thermos 
bottle and a railroad switch light. . . 

James W. Young, senior consultant of the J. Walter Thompson Co., 
is carrying his right arm in a sling at present, the result of a fall 
on his New Mexico ranch, where he spends several months of each 


WIN CFAC BOWLERS' TROPHY 


pina a 4 


ia ’ y 


Mac Harlan (left), pres. of the Chicago agency of that name, and pres. of ihe 

Chicago Federated Advertising Club's bowling league, presents the club 

trophy to Bruce Allen, captain of the 1941-42 champions, Merchants Matrix Cut 

Syndicate. Other team members are G. C, Reed, Arthur Moulton, Jr., Joseph 
Cabon and. S. J. McGuire. 


a 


year. It really handicaps Jim, who does a lot of two-fingered typing, 
and is now reduced to one... 

It’s a 615-lb. boy at the home of William B. Edwards, a.e. for Gray 
& Rogers, Philadelphia. . . Amon G. Carter, the hard-driving boss of 
the Ft. Worth Star-Telegram, has arrived in Northern Ireland for an 
indefinite stay in the United Kingdom. Publisher Carter wears a war 
correspondent’s uniform, and another Carter—Amon, Jr.,—is wearing 
an officer’s uniform, also in Northern Ireland. . . 

Joe H. Thompson, formerly with Rand, McNally 
has joined the War Production Board, Washington. . . 
publisher of the Ledger and Enquirer, Columbus, Ga., 
president of the local Kiwanis club. . . 

When Richard Marshall Klaus, formerly with WHBC, Canton, O., 
was promoted to lieutenant (jg), Naval air corps, no one was prouder 
than Mayo S. Klaus, the lieutenant’s father, who is a.e. for Railway 
Adv. Co. of Cleveland. . . 


& Co., Chicago, 
A. H. Chapman, 
has been elected 


| 
| 
| 


Mr. 
lisher. 
| lished at 154 E. Erie street. 


rail, 


| "A 
‘Transportation Promotion,’ 
will 


Research Corporation 
‘This manual discusses, among 


Angerman continues as pul 
New offices have been esta! 


The first 
sponsorship 


issue under the ne 
will appear early 
Featuring a 38-pa 
welding section, it will be promot« 
| with newspaper advertising in 


| cities, placed through the McJunk 


Advertising Company, Chicago. T) 
print order will be increased 
280,000. Beginning with the Fe} - 
ruary, 1943, issue, the magazine w 
appear as a bi-monthly. 

Mr. Angerman has also a: - 
nounced plans for a series of tec) - 
nical handbooks to be published 
connection with the magazine ope 
ation. 


Mutual ion | 


Three New Directors 

Mutual Broadcasting System hs 
reelected its entire board of dire - 
tors and added three new membe +s 
to that body. The additional dire - 
tors, representing member stations 
and shareholders of Mutual, are 
Hope H. Barroll, Jr., executive vice- 
president, WFBR, Baltimore: I, R. 
Lounsberry, executive vice-presi- 
dent, WGR, Buffalo; and Leonard 
Kapner, president and general man- 
ager of WCAE, Pittsburgh. 


At the same time, J. E. Campeau, 
Detroit, 
of the 


general manager, 
was elected 
network. 


CKLW, 
vice-president 


To Sprague, Warner 


G. J. _Michael, formerly with 
Transradio Press Service, Kansas 
City, has been named advertising 


manager of Sprague, 


| Chicago. 


Warner & Co., 


Get Your Free Copy 


If you have anything to do 
with advertising, dealing with 
the transportation and distri- 
bution of freight, whether by 
truck-trailer, water, oF 
air, this free 50-page manual, 
Guide to Effective Freight 


be of interest to you. 
Write for your free copy to 
day. Factual data in this man 
ual is based on a Ross Federal 
study. 


other things, opportunity for 
promotion of war and post 
war freight services, influenc- 
ing factors in selecting of 
freight carrier service and 
problems encountered, whet 
shippers want stressed in 
freight advertising, and show’ 
over fifty examples of current 
freight advertisements 


Traffic World 


il. 


420 S. Market Street, Chicag« 
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Networks Back 
NAB Handling of 


Transcription Row 


(Continued from Page 1) 


given on the NAB stand, Sidney 
Kaye, counsel to the association, 
met with transcription company 
representatives to discuss legal 
strategy as a followup to the deci- 
sion handed down in federal court 
in Chicago in favor of the AFM. 
Although no definite plan of action 
was revealed, indications were that 
the NAB will stand behind any 
transcription company or group of 
companies contesting the AFM issue 
further in state courts. It is the 
broadcasters’ belief that state laws 
offer a reasonably good opportunity 
for a successful injunction plea and 
ome observers hinted that New 
York may be the scene of the next 
anti-Petrillo court move. 


Condemns “Ineptitude” 


One of the week’s highlights in 
the transcription situation was a 


NBC-CBS H earing 
Delayed; Action 
by FCC Doubtful 


Washington, D. C., Oct. 21.— 
Senatorial investigation of the Na- 
tional Broadcasting Company and 
the Columbia Broadcasting System 
as the result of their recent tiff with 
the Cooperative League of the 
U. S. A. and its affiliated New 


ment of the facts” from NBC, CBS 
and the New England cooperative, | 
following receipt of a letter from 
Sen. Henry Cabot Lodge, Jr., re- 
questing action on their part. 

FCC Chairman Fly, although 
ordering a statement of the facts, 
has stated his belief that the com- 
mission has no authority to act in 


| 
managed by NBC and CBS to accept 


the controversy, which arose over 
the refusal of stations owned and 


a spot radio campaign designed to 


| promote the cooperative movement. 


condemnation of the NAB procedure 


at a district meeting in Philadel- | 


phia, by Samuel R. Rosenbaum, 
president of Station WFIL, who 
termed the handling of the problem 
a “masterpiece of ineptitude.” The 
NAB, he declared, should never 
have taken the leadership in a fight 
against the musicians. The conflict, 
he went on, is principally between 
the musicians and the “juke-box 
barons and record manufacturers 

. We have allowed ourselves to 
be used by the record manufactur- 
ers to pull hot chestnuts out of the 
fire for them.” 

The district meeting adopted a 
resolution in support of the NAB’s | 
handling of the transcription battle. | 

The possibility that some sort of 
compromise might be reached be- 


tween the musicians’ union and 
transcription companies emerged 
during the week when “feelers” 


were put out in informal meetings 
attended by AFM President James 
C. Petrillo and record representa- 
tives. 


CLARK AIMS AT 

ENDING RECORD BAN 
Washington, D. C., Oct. 23.— 

Senator D. Worth Clark of Idaho, 

who headed the interstate com- 

merce subcommittee hearings on 

the American Federation of Musi- 


cians, today introduced a bill to 
end the recording ban. 
The bill, according to Senator 


Clark, would exempt radio stations 
from the Clayton anti-trust laws so 
far as recorded music is concerned, 
but would specifically permit the 
AFM to bargain on wages, health, 
working conditions, and hours of 
unemployment. 

Sen. Burton K. Wheeler, chairman 
of the interstate commerce commit- 
tee, met this week with Joseph Pad- | 
way, general counsel of the Ameri- | 
can Federation of Labor and at- 
torney for the AFM, later inviting! 
AFM President James Petrillo, Mr. 
Padway and Neville Miller, presi- 
dent of the NAB, to meet in Wash- 
ington early next week with repre- 
sentatives of small and large broad- 
casters and the recording companies, 
to attempt to negotiate a settlement 
of the recording ban. 

The NAB’s special advisory com- 
Mittee on the recording ban will 
Meet in New York Monday to de- 
tide whether to accept the invita- 
tion and to select a committee for 
negotiation. 


Releases Silverware Drive 


Russell T. Kelley, Ltd., Hamilton, 
i$ directing a fall advertising cam- 
Paisn for McGlashan Clarke Com- 
bany, Niagara Falls, Ont., for King’s 
Plate silverware. Quarter-pages in 
Masazines and class publications are 
Seing scheduled, with half-pages in 
The Trader and Canadian Jeweller. 


Box Makers Meet 


National Paper Box Manufactur- 
‘fs Association will hold its silver 
‘niversary convention at The 
“ro ke, Chicago, May 16-19, 1943. 


England Cooperative 
depends upon approval by the Sen- | 


ate interstate commerce committee, | 
considering Sen. Moulton Moves Offices 
Advertising Company, 
a Washington, D. C., has moved 
Communications offices from 1610 Rhode Island ave- 
nue to 4912 Quebec street. 


which is now 
George W. Norris’ resolution calling 
for the inquiry. 

The Federal 


Commission has requested a “state- 


Moulton 


Federation | (ADVERTISING AGE, Oct. 19.) 


Winsor Honored 
Fred E. Winsor, account execu- 


tive with the St. Louis office of Out- | 


door Advertising, Inc., has received 


the 1941-42 President’s Award for | 


outstanding service to the Adver- 
tising Club of St. Louis. The award 
was presented in recognition of his 
outstanding efforts and direction of 
the public relations promotion and 
general organization of his commit- 
tee of club members, who coop- 
erated with officials of civilian de- 
fense and city administrations in 
launching St. Louis 
defense program. 


To Lewis & Gilman 


Ernest Cooper, formerly 
R. R. Donnelley & Sons Co., and 
N. W. Ayer & Son, has been ap- 
pointed production 
Lewis & Gilman, Philadelphia, 


the 


civilian | 


with | 


manager of | 


Launches ‘Air Transport’ 

John F. Budd, publisher of Amer- 
|ican Import and Export Bulletin, 
New York, has launched a new 
magazine, Air Transportation, de- 
voted to the new field of air cargo. 


Gets Tie Account 

I. A. Goldman & Co., Philadelphia, 
has been named agency for Morro 
, ties, made by Rose Neckwear Com- 
pany, Philadelphia, 


MAGAZINE PUBLISHERS 


| St. Louis Is Important to You! 


| , i. he . . « 

(8 What About Travel Restrictions? 
Lacal representation may mean the difference 
between loss and gain in your linage 
from this area 


FRED WRIGHT CO. sy? ute wo: 


Publisher's Representative 


. 
ow 3 
4 a 


% 
eos 


FACTS ABOUT 
TAXIPOSTER™ ADVERTISING 


In 1933 Taxiposter Advertising was 
born. Today it offers exclusive cover- 
age for advertisers on any or all of its 
3,060 cabs in 43 cities. It is the larg- 
est medium of its kind available any- 
where. Space is sold direct or thru 
recognized advertising agencies (al- 
lowed regular agency discount). 


Taxicabs Ruled Essential to 
Present War Effort! 


Since the Office of Defense Transporta- 
tion has classified operation of taxi- 
cabs as essential to the war effort, 
Taxiposter Advertising provides an 
effective outdoor medium, regardless 
of consumer gas rationing. 


Weekly Circulation Now 
30,560,220 in 43 Cities! 


Taxiposter circulation is based on aver- 
age weekly mileage recorded by taxi- 
cab companies under contract to carry 
Whaley Taxiposter advertising. 


Many Famous Products Use 
Taxiposters Regularly! 


Such well-known names as the follow- 
ing have used Whaley Taxiposter Ad- 
vertising regularly for 2 to 8 years: 
Royal Crown Cola — Mobiloil — Coca 
Cola—Sears Roebuck—Glenmore Whis- 
key—Sohio (Standard Oil of Ohio) — 
Pepsi-Cola—Atlas Tires — Budweiser — 
Mobilgas—7-Up—Admiration Coffee— 
Nehi—Buttercrust Bread—Millers High 
Life Beer — Ferrell Jewelry — Sterling 
Beer—White Way Laundry—Falls City 
Beer—etc. 


* Registered 


for free brochure to 


In BOTTLES © 


ane err 


GUARANTEED 
STARTING Hza 


Place your 


OUTDOOR ADVERTISING 


where the crowds gather! 


Taxiposter advertising meets the crowds at bus lines and railroad stations! It takes your mes- 
sage to the crowded hotels! It's at theatres and all public gatherings! It carries your message 
to the armed forces as well as the civilian population! 


And—when this medium is not exposing your advertising to milling millions, it's cruising in 
conjested areas—where other thousands see it—read its message—and act! 


As one Taxiposter user (8 consecutive years—name on request) has said, "Your cabs go where 
the people are and that's what interests us". 


So—if you're considering any medium of outdoor advertising, get all the facts about Whaley 
Taxiposter advertising. Place your outdoor advertising where the crowds gather! Write today 


WM. E. WHALEY CO., Washington Building, Louisville, Ky. 
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Industries Will 
Decide Wartime 
Fate of Brands 


(Continued from Page 1) 


stoves and 75 per cent for cooking 
stoves. Had the concentration pro- 


gram not been put into effect, only | 


25 per cent of the steel required | 
could have been allotted on an in- 
dustry-wide basis. 


“There is no simple formula for all | 


industries, nor even for a single in- 
dustry,” Mr. Weiner remarked. He 
recalled issuance of the Congres- 
sional mandate directing the WPB 
to use the facilities of small fac- 
tories whenéver possible, whether as 
prime contractors, subcontractors or 
makers of essential civilian goods. 
Larger plants habitually convert 
easiest to war work—25 out of the 
27 largest stove makers have con- 
verted and have war contracts, and 
many smaller stove makers in tight 
labor areas have succeeded in get- 
ting war sub-contracts. 


Labor Supply Critical 


Labor shortage is a determining 
factor, for non-essential industry 


competes with essential work for the 

available laborers. “It is undesir- 
able,” the WPB official said, “to 
| bring new labor into towns where 
| housing and community facilities— 
| schools, water supplies, sewers, hos- 
| pitals, etc.,—cannot take care of 
'more workers and their families 
| coming from the outside.” Nucleus 
| plants selected are preferably in 
areas where transportation and 
power systems are not now over- 
taxed. 

Turning to the problem of cross- 
hauling, Mr. Weiner put his finger 
|on the advertising industry, for the 
| example selected was the haul of 
per and paper from the Pacific 
Coast to Eastern markets. “Some- 
\times the finished product is then 
shipped back to the Coast,” he said. 
The Pacific Northwest is now in a 
tight labor spot, with the pulp in- 
dustry in competition with the ship- 
building and aircraft industries. 
This loading of transportation Mr. 
Weiner called “a form of doing 
business we can no longer afford.” 

Repeatedly during his speech, the 
shortages of manpower and trans- 
portation were reiterated. Although 
we have a manpower problem, we 
do not now face an immediate and 
serious over-all manpower shortage, 
Mr. Weiner said, although “we may 
—soon!”’ 

The concentration picture will be 


constantly changing, he said. In 
time, concentration may be followed 
with further concentration. But con- 
centration is a tough policy and 
“we cannot pension off everyone in 
a concentrated industry. We all 
know there are plants and organ- 
izations in most industries which 
are not valuable enough to be pre- 
served at any great cost. In these 
days their greatest value may lie in 
the scrap they can provide. In other 
cases, machinery may be _ taken 
away from closed plants to provide 
repair and replacement parts for 
operating plants, or to move entire 
machines.” 

There are industry and govern- 
mental plans for compensating 
closed plants by operating plants, 
he disclosed, and proposals are be- 
ing reviewed by a subcommittee 
composed of OPA and Treasury 
Department officials. 


Industry Decides on Brand Names 


He discussed brand names, and 
declared that “in any event, the 
elimination of brands does not seem 
to be necessary for its own sake.” 
By and large, Mr. Weiner told Ap- 
VERTISING AGE, it will be an indus- 
try decision as to whether the nu- 
cleus plants are allowed to use 
brand names or whether unbranded 
or “Victory” products are made. The 
typewriter industry, for example, 


Any way Jy you look at it 
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Get the facts from any NBC spot 


sales representative. NG 


REPRESENTED NATIONALLY BY 


New York «+ Chicago » 


Cleveland « Denver « 


San Francisco -« 


Washington « 


NBC SPOT SALES OFFICES 
Boston 


Hollywood 


50,000 HIGH FIDELITY WATTS 


NATIONAL BROADCASTING COMPANY « RADIO CITY « SAN FRANCISCO 


made no objection to Woodstock’s 
continuing to brand its typewriters, 
although it was the only company 
operating in the field. The govern-| 
ment will make the decision when 
the industry is split upon the ques- 
tion of allowing brand names to 
continue, he said. 

In this connection, he mentioned 
that standardization and simplifica- 
tion tend to lessen the chance of| 
market stealing by a nucleus com- 
pany. The product the company is 
allowed to make is seldom compar- | 
able to its peacetime product, at| 
least insofar as “gadgets” are con- 
cerned, and thus the threat of steal- | 


considerably decreased. 
“Again, if production is con-| 
centrated so as to minimize trans- 
portation, steps may be necessary to 
see that transport is in fact reduced | 
to the minimum necessary amount, | 
and that some of the gains from | 
concentration are not dissipated by | 
wasteful practice,” he said. 

Later, Mr. Weiner told ADVERTIS- 
ING AGE that strict limitations on 
crosshauling are due to come in 
many lines, although he cautioned 
that “apparent” crosshauling is not 
always actual. In this instance he 
cited Coca-Cola Company, whose 
marketing practice is to sell through 
bottlers located in certain areas, 
and not from its home office in At- 
lanta. Asked specifically about beer, 
Mr. Weiner ventured the opinion | 
that “some sort of regulation is in- 
evitable. The hometown beer may | 
not taste as good, but it may have 
to do.” 


CONCENTRATION APPLIED 
TO FARM EQUIPMENT 


Washington, D. C., Oct. 22.—Con- | 
centration of production was ap- 
plied to a major industry for the 
first time this week when the War 
Production Board announced details 
of a program to transfer practically 
all production of farm machinery 
and equipment from large com- 
panies to small and intermediate | 
producers. 

In contrast to the last concentra- 
tion order, that which limited 
bicycle production to two small 
plants, the WPB order, L-170, did 
not designate any nucleus plants, 
and did not outlaw brand names or 
trademarks as a protective meas- 
ure. 

Instead all manufacturers were 
divided into three groups: class A, 
those producers whose sales during 
1941 amounted to more than $10,- 
000,000; class B, $750,000 to $10,- 
000,000; class C, under $750,000. 


Over-all Quotas at 20% 


Over-all quotas for new machinery 
will be limited to 20 per cent of 
1940 production, and repair parts 
production will be expanded to 130 
per cent of that year’s production, 
to permit maintenance of farm 
production. 

Consultants from both labor and 
management contributed to the 
drafting of the order, which will 
save approxiamtely 500,000 tons of 
steel and other critical materials for 
direct use in war materiel. 

The quotas vary from item to 
item, but in general the order will 
allocate materials in a pyramid pat- 
tern with the maximum cuts placed 
on the largest companies, and the 
minimum cuts on the smallest. Ma- 
terial allocations for new production 
will be on a tonnage basis, for re- 
pair parts production on a dollar 
volume basis. 


FULLER WARNS OF 
INDUSTRY DANGERS 
St. Louis, Oct. 22.—The delicate 
operation of “changing the heart 
beat of the nation” through sweep- 


ing a march on one’s competitor is! | 


STARTS NEW DRIVE 
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First in a series of four advertisements 
by Silex Co., Hartford, introducing its 
expanded line of glass coffee makers 
appears this week in The American 
Weekly, with subsequent copy scheduled 
to run between now and Christmas. As 
already reported, (Advertising Age, 
July 27) the company now offers con- 
sumers glass percolators, and drip and 
extractor-type models, as well as_ its 
Silex vacuum-type coffee maker. Grey 
Advertising Agency, New York, directs 
the account. 


|try in a few plants must be per- 


formed by “an expert who knows 


| what makes America tick,’ Walter 


D. Fuller, president, Curtis Publish- 
ing Company, and chairman of the 
board, National Association of Man- 
ufacturers, warned today in an 
| address before the St. Louis Rotary 
Club. 

“The No. 1 job today is to kill 
Nazis and Japs—not to kill Ameri- 
can business,” he said, urging that 
the responsibility of concentration 
of civilian industry be put in the 
hands of a man “who realizes the 
importance of the consumer in our 
economy, a man who will be inter- 
ested in doing a necessary job to 
help win the war and also will 
think of ways to win the peace- 
the need ahead of expanding em- 
ployment, rising payrolls and an end 
to our miseries.” 

Advertising Needed 


The postwar picture will present 
tremendous accumulated demand, 
ample capacity and skill, and a tre- 
mendous backlog of buying power 
through present savings, Mr. Fuller 
said. But buying power will need 
to be stimulated through selling and 
advertising. 

“In the really all-out mobilization 
of our economy are we going to 
slam the door of tomorrow in our 
own faces and those of our chil- 
dren,” he asked, “or are we going to 
put up markers along this detour 
so that we can find our way to 
greater accomplishment when the 
war is over? Are we going to be 
vigorous and vigilant in preserving 
the essentials of the selling way or 
are we going to be reckless and 
destroy our Alladin’s lamp?” 


Key Pine Brothers’ 
Copy to War Effort 


Warnings about how coughs and 
colds slow up the civilian war effort 
will constitute the major advertis- 
ing theme of the fall and winter 
season for Pine Bros., Inc., glycerine 
tablets. 

Headlines such as “Coughs won't 
build tanks” and “Coughs are sabo- 
teurs” will be employed, with the 
entire 1942-43 schedule concentrated 
in newspapers. A total of 45 dailies 
in 32 cities will be used, with 66- 
line copy appearing twice weekly 12 
major markets. McKee & Albright, 
Inc., Philadelphia, handles the ac- 


ing concentration of civilian indus- 


count. 


MONTREAL 


TORONTO 


WINNIPEG 


GIBBONS KNOWS CANADA| 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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Private Lines 


Sen. George W. Norris’ resolution 


calling for an investigation of NBC} 


and CBS has taken Sen. Burton K. 
Wheeler out of the middle of an 
embarrassing _ situation. Senator 
Wheeler has been one of labor’s 
staunchest supporters on Capitol 
Hill. It has become apparent that 
his interstate commerce committee 
investigation of James C. Petrillo 
will prove unpopular with organized 
labor. Now Senator Norris has 
handed him an investigation of the 
radio networks—a perfect hedge. 
Whatever anti-labor points. that 
come up in the radio-Petrillo battle 
will be offset by anti-radio points 
scored in the radio-cooperative tiff. 
+ +. * 

Raymond Rubicam’s post with the 
War Manpower Commission will 
prove one of the hottest spots held 
by any of the two score advertising 
men now serving in Washington. 
Labor is opposed to any mandatory 
manpower draft. Only solution 
short of drafting workers is volun- 
tary action by employers and em- 
ployes. Success of any voluntary 
program depends almost entirely on 
the success of the information cam- 
paign Mr. Rubicam is preparing. It 
is one calling for the highest degree 
ef flexible operation—horizontally 
by cities and regions, vertically by 
industrial and agricultural classifi- 
cations. 

* + * 

The War Production Board’s bu- 
reau of industrial conservation is 
depending almost entirely upon 
space contributed by newspapers to 
inject adrenalin into its general sal- 
vage drive. Yet one BIC official, in 
a recent conference on the proposed 
50 per cent cut in zine allocated to 
newspapers, made the offhand sug- 
gestion that the newspapers could 
meet the 50 per cent cut by elimi- 
nating all zine etchings and engrav- 
ings from advertising. 

* * * 

It's been whispered in the trade 
and even mentioned by some Pep- 
sodent people that the company will 
unveil a new line of tooth brushes 
shortly. Principal star of the brush 
array will be a new nylon bristle 
brush, selling at a lower price than 
the one Pepsodent has previously 
promoted. A large-scale advertis- 
ing campaign on the brushes will 
break shortly. 

x * 

One of the largest consistent 
users of transit advertising, who has 
donated radio time to the Navy and 
the Army air forces, will shortly 
turn over his entire car-card sched- 
ule to the Office of War Informa- 
tion. 


* 


The Board of War Communica- 
tions, the War Production Board, 
and the domestic broadcast com- 
mittee have reached substantial 
agreement as to allocation of tubes 
and conservation measures to be 
taken to keep domestic broadcasting 
stations on the air for the duration. 
The plan should be announced 
within the next 10 days. No seri- 
ous curtailment of normal station 
operations, either as to broadcasting 
hours or as to elimination of sta- 


tions, is expected. 
* * 


* 

One of the most acute transporta- 
ton problems facing war agencies, 
4% well as the Postoffice Depart- 
ment, is the maintenance of essen- 
lal government and civilian mail 
during the Christmas rush. The 
Post Office has been losing carriers 
‘fapidly during the last few months, 
and all employes in Washington, 


a 


BLUES IN THE NIGHT 


estigation has proven that 
a light is no longer satis- 
for blackout purposes. 
(Our release on BLACKOUT 
S gives information 
ould have on this im- 
t subject. Don't delay 
today for your copy. 
ING INK CO. 


PRINTING INK CORP. 
UE, NEW YORK 


ta PRIN 


|D. C., and other war centers are 
already working overtime. In nor- 
mal times large numbers of private 
vehicles would be rented to take up 
the load during the holidays, but 
few will be available, because of 
the rubber crisis. One solution be- 
ing considered is assigning large 
military transport units to the 
major cities for the last four or six 
weeks of the year. 


Campaigns for Ruskets 


Loma Linda Foods, Arlington, 
Cal., has begun a newspaper cam- 
paign for its Ruskets, breakfast 
cereal sold in a new Tite-Pack car- 
ton. The copy not only promotes 
Ruskets, but also plays up a bargain 
appeal through emphasis of the 
Tite-Pack, which is said to contain 
up to 75 per cent more than other 
wheat flake cereals in the same size 
package. Gerth-Pacific Advertising 
Agency, San Francisco, handles the 
account. 


Names Hirshon-Garfield 


Aperion Products, Boston, has 
named Hirshon-Garfield, Boston, to 
direct advertising for Vigorettes, a 
wheat germ health wafer. 


Mixes to Get 
Wider Promotion 


Camden, N. J., Oct. 22.—An ex- 
panded campaign for Minute Man 
soup mixes will be released by 
William S. Scull Company in news- 
papers next week. Advertisements 
will appear in four Atlantic sea- 
board and two Central states. 

Copy in 12 newspapers covering 
as many cities will feature the 
“new wartime wonder .. . home- 
made soup in seven minutes.” In- 
sertions will run once a_ week, 
through Compton Advertising, New 
York. 


Kruth Back on Air 


Kruth China Company, St. Louis, 
will return to Station KSD, St. 
Louis, Nov. 8 with a weekly 15- 
minute musical show called “Sere- 
nade in Waltz Time.” 


Bruce Advanced 


Alan E. Bruce has been appointed 
general sales manager for Standard 
Duplicating Machines Corporation, 
Everett, Mass. Mr. Bruce began as 
salesman for the company in 1925 
and recently was assistant sales 
manager. 


Cheney to Lockheed; | 
Little Joins L & T 
| Howard W. Cheney, account| 
executive in the Los Angeles office | 
|of Lord & Thomas, has resigned to | 
| become assistant to Carl B. Squier, 
| vice-president of Lockheed Air- 


| 
| 


Jack Little 


Howard W. Cheney 


craft Corporation, in charge 


years of free lance writing. 


relations for the All-Year 
Club of Southern California, has 
been appointed a senior account 
executive in the agency’s Los An- 
geles office. Mr. Little has engaged 
in advertising, sales promotion and 


public 


}marketing research work in the 
East, Midwest and on the Pacific 
Coast. 


| thirds 
level has already been attained, and 
a 


Jack Little, formerly director of | 


Forms New Company 

Walter Frisch Advertising, New 
York, has formed a new company, 
Thought Packages, Inc., which de- 
livers food parcels to the men in 
service on orders taken by depart- 
ment stores. Department stores 
purchase display samples from 
Thought Packages and in return re- 
ceive a discount from each order 
taken. 


Parents’ Circulation 
Guarantee Is Boosted 


The Parents’ Institute, Inc., pub- 
lisher of Parents’ Magazine, has 
announced, effective with its July, 
1943, issue, an 11.1 per cent increase 
in its circulation guarantee to a net 
paid ABC yearly average of two- 
million, which circulation 


less-than-proportionate 7.6 per 


,| cent increase in advertising rates. 
Ol | 
advertising and sales promotion. | reduction in basic rate per page per 
Mr. Cheney joined Lord & Thomas | thousand circulation to the lowest 
in 1939, following a number «| 


This effects a further substantial 


basic rate in the magazine's history. 


COMPLETELY AIR CONDITIONFO 
RATES FROM $3.00 


show your 


Say it fast, say it often, 


Q. Sure—Everyone’s a Prospect 
Now-— but can we AFFORD 
to sell to them ALL? 


/A. We can. New York Subways 
will do that for us—and 
we CAN afford it. 


New York Subway advertising, as a low-cost medium 
with complete family coverage in the rich New York 
market, answers the most pressing current problem 
—how to reach virtually all the New York buyers—at 
a time when rigid economy is imposed on the adver- 
tising budget. 


ONLY SUBWAYS GIVE ALL SIX: 


Maximum Coverage—nine out of ten 
adult New Yorkers rode the subways 
in a typical month—even before gas 
rationing. 


Daily Repetition—the average rider 


takes more than 26 trips a month. 


Prolonged Exposure—averaue trip ex- 
ceeds 23 minutes. Plenty of time for 


reading and re-reading. 
Package Identification—in full color. 


Point-of-Sale Influence — stores are 
concentrated on subway routes. 


Economy — Cost in cars, 4.6¢ per thou- 
sand circulation; in stations, 1.9¢ per 
thousand. 


product in the 
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Ruthrauff & Ryan 


Advances Executives 


Ruthrauff & Ryan, New York, has 
elected as vice-presidents George 


A. Huhn and Luther H. Wood, ac- 
count executives. 
Mr. Huhn became associated with 


George A. Huhn Luther H. Wood 


Ruthrauff & Ryan in 1925, and Mr. 
' Wood joined the agency the follow- 
va ing year. 


Joins Mutual Life 


Robert L. Barbour, formerly asso- 
ciate editor of, and New York 
representative for, the Insurance 
Field, Louisville, Ky., has joined 
Mutual Life Insurance Company, 
New York. Mr. Barbour, who suc- 
ceeds Rufus H. Jones, resigned, will 
be in charge of publicity and adver- 
tising for the 77 agencies in the 
company. 


“Beats anything 
’ ” |}vent wholesale alterations in the 
Wwe ve evel one several | 


| broadcast spectrum until 
|} years after the conclusion of the}! 
| war, 


It takes more than a title 
to make a homemakers’ 
hour. Chief ingredient is a 
homemaker who knows her 
stuff, and how to get it 
across— 


like Helen Watts Schrei- 
ber, nationally-known fea- 
ture writer, whose daily pro- 
gram on KSO has produced 
generously for participating 


| 


| 


sponsors, both local and 
national, including Blue 
Barrel Soap, Carey Salt, 
Hilex, Scotch Tape. 

Writes one sponsor: “Our 
results from Helen Watts 
Schreiber’s program are 
more than gratifying —a 
large number of good in- 
quiries.” 

Says another: “The re- 
sponse outshines anything 
else we have done, and at 
far less expense. We'd have 
been happy with 20 returns; 
we received 102.” 

Helen Watts Schreiber is 
just one of many Iowa per- 
sonalities who give KSO 
and KRNT the Personality 
that makes friends with our 
listeners—and customers for 


our advertisers. 
AND MUTUAL | 


ASO Se 
ARNT ‘2's 


COLUMBIA | 

5000 WATTS. 

The Cowles Stations in 

DES MOINES 
ee 


BASIC BLUE 


Affiliated with the Des Moines 
Register and Tribune 


Represented by The Katz Agency 


Frequency in N. Y. 


| ing System today when the Federal 


ADVERTISING AGE 


LaGuardia Denied Libby Explains 


Plea to Use WCCO 


Washington, D. C., Oct. 21.— 
Mayor Fiorella H. LaGuardia lost 
the latest round of his two-year 
battle with the Columbia Broadcast- 


Communications Commission de- 
clined to grant New York City’s 
municipally-owned station, WNYC, 
permission to operate until 11 p. m. 
nightly. 

In one of the most hotly con- 
tested FCC cases in recent years the 
fiery LaGuardia had pulled out all 
stops at his command to attempt to 
bring pressure upon the commission 
to break down the 830 kilocycle 
clear channel occupied by WCCO, 
Minneapolis, owned by CBS. 

In press statements, in White 
House visits and in an extraordinary 
appearance before the commission, 
which appointed him a temporary 
member of the FCC bar, Mayor 
LaGuardia had characterized his 
battle for evening time for the city’s | 
station as a feud between “the peo- | 
ple and the radio monopoly.” 


Status Quo Maintained 


CBS declined to exchange verbal 
blows with the New York mayor, | 
but let Governor Stassen of Minne- 
sota and representatives of the wide 
farm territory served by the Minne- | 


|apolis station argue the merits of 


clear channel service to rural areas. 

The case had been watched with 
great interest by the entire radio 
industry, for a concession to Mayor | 
LaGuardia in the WNYC-WCCO| 
case would have threatened the 
security of more than a score of} 
stations which enjoy exclusive | 
night-time privileges on their fre-| 
quencies. 

The FCC decision on WNYC, 
coupled with the recent United) 
| States District Court of Appeals 


| decision granting KCA, Denver, the 


right to intervene on the hearing of | 


an application of WHDH, Boston,| trade relations as well as consumer 
for night service on the same|ties—required a cast of 25 actors 
frequency, were interpreted as| and a 20-piece orchestra, and orig- 
‘strengthening the position of the| inated in the Blue Network’s Chi- 


| 50,000 watt stations for the duration, 
|for equipment shortages will pre- 


| 
| 
| | 


Hints Further Action 


/cago studios. 
| 


Wartime Problems 
with Radio Drama 


(Picture on Page 47) 


Chicago, Oct. 20.—Wartime ad- 
vertising of Libby, McNeill & Libby 
will be centered on the theme of 
partnership of company, dealer and 
consumer in meeting common prob- 
lems, Daniel W. Creeden, president 
and general manager, said here yes- 
terday during a special broadcast 
over the entire Blue network. 

Company heads decided upon the 
broadcast as a particularly effective 
means of contacting Libby dealers 
and salesmen throughout the com- 
pany, as well as many housewives 
who might happen to be tuned in 
at the same time. The program was 
aired over the 137-station network 
at 3:30 to 4 p. m., CWT. 

Mr. Creeden told his listeners 
that “We are centering our adver- 
tising program around the theme of 
‘partnership’ and all that it implies 
—mutual help, mutual understand- 
ing of the common problems and 
the ways and means by which the 
housewife, the retail dealer and 
Libby can best serve in the partner- 
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The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, minimun charge §1. 


“Representatives Wanted,” an: 


Tern : 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 i; 


$4.75 per inch. 


MISCELLANEOUS 
“KROM-A-TONE” Post Cards 
Newest, most economical method of 
advertising any product. College cam- 
pus views, scenic views, military | 
camp views, and illustrated advertis- 
ing cards. Samples and prices upon 
request. Graphic Arts Photo Service 
—300 Market Street—Hamilton, Ohio. 
POSITIONS WANTED 
Copywriter. Broad agency experience. 

Draft exempt. 

Box 3835, ADVERTISING AGE, Chgo. 
ADVERTISING PRODUCTION MAN 
Available for manufacturer, agency 
or department store; 8 yrs. intensive 
advertising experience, Shrewd buyer 
of printing, typography, engraving, 
paper, ete. Versatile, cooperative, 
creative, expediter. Can write copy. 
Fine record. Married, 1 child. 3A draft. 


P : Box 3834, ADVERTISING AGE, Chgo. 
ship. This is the story our advertis- Copywriter of proven ability. Part 
ing will tell. time 


Solution Offered 


Calling attention to growing 
shortages of brands of some foods, 
Mr. Creeden said: “If we at home 
are not able at all times to get 
the exact item of canned food we 
want, we can—unlike the quarter- | 
master on some Pacific island—look | 
around on our grocer’s shelves and | 
find another item which is good | 
food and which will fill the bill. | 
The knowledge that the item you 
wanted has gone to feed a soldier, 
a sailor or marine will give you a 
feeling of warm satisfaction.” 

Libby’s entire manpower and fa- 
cilities, he said, are busily engaged 
in preparing foods to meet require- 
ments of the armed forces, our al- 
lies and the civilian population. 

The dramatized broadcast—some- | 
thing new in improving wartime 


J. Walter Thompson 
Company is the Libby agency. 


Wheatena Copy 


Box 3836, ADVERTISING AGE, Chgo. | 
FOR A BUSY ADVERTISING | 


OR AGENCY EXECUTIVE 
An unusual woman with unusual tal- 
ents is now available. 13 years of 
intensive training in the advertising 
department of an ANA member, ma- 
jor national food advertiser. Excellent 
background in production, photog- 
raphy, art Has analytical mind, can 
grasp problems and function quickly. 
Writes some copy, can take steno- 
graphic work if necessary. Chicago 
preferred Excellent references. 
Box 3830, ADVERTISING 


AGE, Chgo. | 


POSITIONS WANTED 
For the Duration or Longer 
Thoroughly experienced in publishi: 
advertising - publicity - selling - cor 


spondence-management. All or pa 
time. Age 33. Draft 3A. 

Box 3833, ADVERTISING AGE, Ch 
Artist—Lady good at lettering, n 
chandise drawings, fashion and <¢ 
ton designs, ete. Miss G. Howa 
6078 Newbure Ave., Chicago, NI \ 


1287. 


“HELP WANTED 


SPACE SALESMAN 
National class magazine, maintaini:¢ 
Chicago office is looking for sa 
man (draft deferred) for Midw:st 
territory. Write full particulars of 


experience, 


Box 3837, ADVERTISING AGE, N. Y 
Free-lance copywriter and/or layout 
expert can have office with advert 
ing firm with occasional work 
more than pay the rent. 

Box 3838, ADVERTISING AGE, Cheo. 
EXPERIENCED COPY WRITER 
For small agency in Illinois outside 
Cook County. Must be familiar with 
machine tool and other industrial 1- 

vertising; also able to direct prod 


tion. Give complete business hist 
starting salary. Good job for quali- 
fied hustler. 

tox 3832, ADVERTISING AGE, Cheo 


U. S. Agencies 
Okay Transport 
Advertising Plans 


Washington, D. C., Oct. 22.—Four 
government agencies—the War Pro- 
duction Board, the Office of Price 
Administration, the Office of De- 
fense Transportation and the Office 
of War Information—have approved 
fundamental plans for an over-all 
public information campaign on 
conservation of transportation, in 
which paid advertising by industry 
may play a major role. 

At the time the campaign was 
first reported in ADVERTISING AGE, 
it was estimated that private indus- 
tries in the transportation field 


Urges Mothers to 


Further fireworks in the WNYC. Vary Hot Cereals 


|} case are not unexpected, however. 
| At the time of his appearance before 
|} the commission Mayor LaGuardia 
| intimated that the final settlement 
|}of the case would be made in the 
courts, and not by the FCC, if the 
WNYC petition was not granted. 
He further indicated that he would | 
not be the one to take the case to | 
the courts. 

This was interpreted in Washing- | 
ton as meaning that the mayor 
would order WNYC to operate after | 
sunset in defiance of the commis- 
sion, letting the government press 
legal measures to force the station 
off the air. 

Commissioners Payne and Walker 
dissented from the FCC decision. 


L. A. Campaign for 
Idahos Begins Early 

Idaho potato advertising in 
Los Angeles area will start 
weeks earlier than usual this year, 
breaking Oct. 29, at the same time 
the campaign opens in other mar- 
kets throughout the country. Heavy 
shipments have already moved to 
that territory this season. 


the 


Joins Westinghouse 


New York, Oct. 21.—Wheatena 
| Corporation launched what was 
| described as the “biggest newspaper 
| campaign in Wheatena history” this 
Insertions in 550-line size have been 
scheduled to appear weekly for 26 
weeks, | 

Copy will also run weekly in the} 
New York Times Magazine and This | 
Week Magazine, in addition to} 
monthly advertisements in Chain | 


| Store Age, Progressive Grocer and | 


Super Market Merchandising. The 


layouts are replete with light, 
humorous cartoons urging house- 
wives not to serve their families 


“the same old pale, pasty hot cereal 

every morning,” and picture en- 

thusiastic breakfast scenes with the 

whole family shouting, “Whee . 

a Wheatena morning!” 
Compton Advertising the 


is 


| agency. 
ten | *6ency 


Asks Advertising Funds 
The Michigan State Department 
of Agriculture has received requests 
for state advertising aid from 18 
agricultural organizations and com- 
modity groups. The state aid under 
a law setting up a $32,500 fund will 


Richard W. Rowden, formerly | be distributed on an 80-20 basis, 
managing director of Harold Lam- | With the state paying the larger 
bert Studios, Philadelphia, has | percentage. Combined requests of 
joined the merchant marine divi- the organizations totaled $62,000, 


sion of Westinghouse Mfg. & Elec- 
tric Company. 


To ‘Milwaukee Journal’ 


Del Lupton, for the past 14 years 
a member of the Chicago staff of 
Paul Block & Associates, newspaper 
representative, has joined the na- 
tional advertising staff of the Mil- 
waukee Journal. 


and allocations will be prorated by 
industries. 


Claflin to Consolidated 
Elaine R. Claflin, formerly with 

McCann-Erickson’s Detroit office, 

has joined the staff of Consolidated 


Press, Toronto, as associate editor 
on Food in Canada and Canadian 
Baker. 


might underwrite the government’s 
program with advertising exceeding 
/in volume the $2,000,000 invested 
|by the steel industry and related 
| groups in tthe scrap salvage cam- 
paign. 

No private group has yet decided 


officially to underwrite the paid ad- 
vertising portion of the campaign, 
according to government officials. 

If funds are forthcoming, the 
underwriting group will, through 
the Advertising Council, designate 
the advertising agency or agen 
to direct the campaign. Preliminary 
plans were developed by Campbell- 
Ewald Company, Arthur Kudner, 
Inc., and Lennen & Mitchell, New 
York. 


es 


Substitutes Paper 

Hinde & Dauch Paper Compan) 
Sandusky, O., has begun production 
of corrugated paper waste baskets 
and desk trays to replace the metal 


baskets and trays formerly pro- 
duced. 

Wayer to New Post 
Joseph Wayer, formerly with 


J. D. Tarcher Company, New York, 
has been appointed national adver- 
tising manager of Aircraft Times 
and Shipyard Times, weekly war- 
worker newspapers of Los Angeles 


week in 29 dailies covering 25 cities. | 


CLEAR CHANNEL 


Something NEW 


in New York Radio 


19 


And here's 


WLIB-listeners 
products and services: Last month, - 
WLIB'S fifth on the air, we received*/, | 
over 15,000 letters from listeners, 40% 
containing proof of purchase. 


And Remember: WLIB is still maintaining 
the LOWEST RATE FOR COVERAGE OF } 
THE NEW YORK MARKET. 


OFFICES: RKO BUILDING, 


THE VOICE OF LIBER 


Popular 


.« + “The Classics with a Blend 
of the Modern . . 


WLIB Broadcasts Weekly: 


43 hours of the best liked semi-classic 
and classic melodies . . 
OUTSTANDING ARTISTS AND 
COMPOSERS. 

hours of favorite musical comedy - 
motion picture tunes and soft-sweet 
rhythms — familiar music by LEAD- 
ING ORCHESTRAS and SINGERS. 
hours of operetta and opera present- 
ing GREAT VOICES. 

5 hours of novelty music. 


9 hours of UNITED PRESS NEWS. 


and NEWS” 


. featuring 


DEFINITE EVIDENCE that \ 73k 
buy WLIB-ADVERTISED ~ 


Ww 


/ 


New York City Z 
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Eastern Railroads | ahor Status of 


Coordinate Copy on 
Wartime Themes 


New York, Oct. 22.—A new coor- 
dinated plan of institutional news- 
paper advertising, initiated by C. R. 
Dugan, public relations manager of 
the New York Central System, was 
put into effect this week by 12 
Eastern roads. Three railroad ad- 
vertisements will appear each week 
in every city covered. 

All on-line communities of par- 
ticipating roads 
New York Central, for example, 
will run copy in 137 cities of over 
20,000 population and in 379 tuwns 
under 20,000 population, using a 
total of 500 daily and weekly papers. 
Erie Railroad Company has sched- 
uled 100 papers covering cities on 
its routes. 


To Depict War Duties 


Objective of the series is to show 
the American public the magnitude 
and successful prosecution of the 
railroads’ wartime jobs. The roads 
have agreed on a variety of subjects 
to be discussed, but copy will be 
t prepared by each road and its own 
f agency. The advertisements will 

acclaim the achievements of rail- 
roads in general, rather than to pro- 
mote the individual line whose sig- 
\4 nature appears on the advertise- 
') ment. The latter, however, will 
. J help localize all insertions. All ad- 
vertisements will carry the slogan, 
“One of America’s railroads—all 

} mobilized for war!” 
Participants in the plan are the 
i. Baltimore & Ohio, Boston & Maine, 
Chesapeake & Ohio, Chicago & 
Alton, Delaware & Hudson, Erie, 
Lackawanna, Lehigh Valley, New 
York Central, Norfolk & Western, 
Pennsylvania and Reading. 


gh |4 Island and North Western and a 
special series by the Long Island 


campaigns by the nation’s carriers,| |. f h h ne stoma | 
including current copy of the Rock | 4te of more than six months should | 


. ; Railroad, are reported on Pages 26 
ry and 30.) 
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OR the rest and 
with recreation you 
rk need to carry on, 
per visit Hot Springs. 
ver- Two beautiful 
mes lakes. Catherine 
vare and Hamilton. All 
we outdoor sports and 
eles activities at their 
— best. Health-giv- 


ing mineral wa- 
ters to heal and 
rejuvenate. 


SPRINGS 


National Park, Arkansas 


HOTEL 
AND BATHS 


Convenient to all sports and recreations, 


“= ALI 
EASTMA 
Yet situated in the quiet of 
mvcte park. Government 


its own 
controlled 


athhouse under same roof. Rooms from 
» Single. 


WALTER E. DAVIS, Manager 


MA E WEE ALIRT Mens 
Ss HOTEL e BATHS 
| With more than 300 miles of shoreline 
% lakes Hamilton & Catherine, and with 
‘very outdoor sport and activity, Hot 
Princs is the perfect summer spa. At 
Majestic: 2, 3 and 4 room apart- 
Ments: spacious rooms from $1.50; gov- 
*‘m™ment supervised bath house inside 
the hotel. 
EMMETT KARSTON, Manager 
7 - ° e * 


Direction: 
SOUTHWEST HOTELS INC. 
H. Grady Manning, Founder 


| 


will be covered. | 


| 


| 


War 


located principally 
eastern 
Two-thirds of these areas are in the 
following 17 states, 14 of which are 
east of the Mississippi and north of 
the Ohio rivers and the other three 
on the Pacific Coast: 


communities 
| classes. 


which 
awarded, when facilities are avail- 
able elsewhere. 
64 areas in which shortages are an- 
(Other ticipated and in which contracts | 


121 Areas Listed 


by Manpower Board 


Washington, D. C., Oct. 21.—The 
Manpower Commission has 
furnished advertisers with a rough 


marketing guide in reporting to the 

| War Production Board 97 
which 
ployment, as well as listing those in 
which labor shortages are critical. 


in 
unem- 


areas 


there is still much 


Paul V. McNutt, WMC chairman, 


has asked the War Production Board 
as 
agencies — Army, 
Commission and Treasury—to chan- 
nelize war contracts into these areas, 
and 
which labor shortages already exist. 


well as the war procurement 


Navy, Maritime 


away from the 66 areas in 
These 66 critical labor areas are 
in the North- 
and Pacific Coast states. 


Maine, New Hampshire, Vermont, | 


Connecticut, Rhode Island, Massa-_ 
chusetts, New York, Pennsylvania, | 
New Jersey, Ohio, 


Michigan, Illi- | 
nois, Wisconsin, Washington, Ore- | 


gon, and California. 


Three Classes Listed 


The commission grouped the 227 | 
listed into three 
Class I includes 66 areas in 
which labor shortages exist and in 
contracts should not be 


Class II includes 


which have a maximum delivery | 
not be awarded. Class III includes 
97 areas in which there are 
surpluses. 
Those in group I are: 
Connecticut Bridgeport, 


Meriden, Middletown, New Britain- 
Bristol, New Haven, New London, 
Stamford, Waterbury 

Maine: Bath, Portland 


Massachusetts: 

New 
mouth, 

Vermont: Springfield. 

New York: Buffalo, Massena. 

Pennsylvania: Berwick, Harrisburg. 

District of Columbia: Washington. 

North Carolina: Wilmington. 

Virginia: Hampton Roads. 

Michigan: Detroit, Flint, Lansing, 
Muskegon, Pontiac, Saginaw - Bay 
City. 

Ohio: Akron, 
liance, Cleveland, Dayton, Fremont, 
Sandusky, Sidney-Piqua-Troy, Spring- 
field, Warren-Ravenna. 

Illinois: Joliet, Rockford. 

Indiana: Evansville, Indianapolis, 
Michigan City. 

Wisconsin: Clintonville, 
Sturgeon Bay. 

Alabama: Huntsville, 
dega, 

Georgia: Savannah. 

South Carolina: Charleston. 


Springfield. 


Hampshire: Claremont, Ports- 


Manitowoe, 


Mobile, Talla- 


Arkansas: Pine Bluff 

Kansas: Wichita. 

Oklahoma: Choteau. 

Texas: Beaumont - Port Arthur - 
Orange 

Utah: Ogden, Salt Lake City. 


Wyoming: Cheyenne 
Arizona: Phoenix. 
California: San Diego 
Nevada: Las Vegas. 
Oregon: Portland, 
Washington: 
erton, Spokane, Vancouver 
Those in group II are: 
Connecticut: Norwalk. 
Massachusetts Brockton, Fall 


Canton-Massillon-Al- | 


Seattle-Tacoma-Brem- | 


labor | 


| 


Oklahoma: Oklahoma City, Tulsa. 
Texas: 
Texarkana, 
Colorado: 

California: 
cisco. 

Those in group III are: 

Maine: Bangor, Lewiston 

Massachusetts Boston, 
Salem, Taunton-Attleboro. 

New Hampshire: Concord, 
ter, Nashua. 

Vermont: Burlington. 

New York: Kingston, 
New Rochelle, New 
Plains, Yonkers 

New Jersey: 


Waco, 
Denver. 
Angeles, San Fran- 


Los 


Fitchburg, 


Manches- 


Mt. Vernon 
York City, White 


Atlantic City. 
Pennsylvania: Altoona, Johnstown, 

Scranton-Wilkes Barre, Washington. 
Marvland: Cumberland. 
North Carolina: Asheville, 

Rocky Mount, 


Durham, 
Greensboro, Winston- 
Salem 
Virginia: Danville, 
Richmond, Roanoke. 
West Virginia: Huntington, 
ersbure. 
Kentucky 
Paducah. 
Michigan 


Lynchburg, 
Park- 
Owensboro, 


Lexington, 


Benton Harbor-St. Jo- 


seph, Kalamazoo. 

Ohio: Cincinnati, Coshocton, Fos- 
toria, Mansfield, Portsmouth, Salem- 
East Liverpool, Steubenville, Zanes- 
ville. 

Huntington-Ashland-lIronton (West 
Virginia-Kentucky-Ohio). 

Illinois: Aurora, Bloomington, Dan- 


ville, Galesburg, Peoria, Quincy. 
Indiana: Kokomo, Lafayette. 
Wisconsin: LaCrosse, Oshkosh. 
Alabama: Birmingham, Montgom- 
ery. 
Florida: 
Georgia: 
bus, Rome. 
Mississippi: Jackson, Vicksburg. 
South Carolina: Columbia, 
ville. 
Tennessee: Chattanooga, 
Memphis, Nashville 
lowa: Cedar Rapids, Sioux City. 
Minnesota: Minneapolis-St. Paul. 
Nebraska: Lincoln, Omaha. 
South Dakota: Sioux Falls 
Arkansas: Fort Smith 
Kansas: Topeka 
Missouri: Springfield, St. Joseph. 
Louisiana: Alexandria, Baton 
Rouge, Monroe, New Orleans, Shreve 
port 
New 
Texas: 
Laredo, 
Antonio, 
Montana: 


Miami. 


Atlanta, Augusta, Colum- 


Knoxville, 


Mexico: Albuquerque. 
Abilene, Austin, El 
Dubbock, San Angelo, 
Wichita Falls. 
Billings. 


Paso 
San 


Canadians Pay 


narcora, Special Tribute 


to John Kirkwood 


Toronto, Ont., Oct. 20.— One of 
advertising’s staunchest champions, 


| John C. Kirkwood, was honored by 


his friends at special ceremonies 
here last week on the occasion of 
his retirement 
after almost 45 
years of writing, 
lecturing and 
production of ad- 
vertising. 


Mr. Kirkwood 
was _ presented 
with a sum of 


money raised by 
a special commit- 
tee, and with a 
morocco - bound 
book containing 
a complete list of 
subscribers and 
two pages of exerpts from letters 
which accompanied the contribu- 
tions. Mr. Kirkwood was forced by 
failing health to retire as editor of 


John C. Kirkwood 


| Marketing. 


} 


River - New Bedford, Pittsfield, 
Worcester 

Rhode Island: Providence 

New York: Binghamton, Elmira, | 


Syracuse 


Delaware: Wilmington 


New Jersey Jersey City, Morris- 
town Newark-Elizabeth, Patersopn- 
Passak Perth - Amboy - New Bruns- 
wick, Somerville, Trenton 


Pennsylvania Allentown - Bethle- 


hem, Beaver County, Erie, Lancaster, 
Lebanon, New Castle, Philadelphia- 
Camden (Pennsyvilvania-New Jersey), 
Pittsburgh, Reading, Williamsport, 
York 

North Carolina: Charlotte. 

Virginia: Bristol 

West Virginia Point Pleasant 

Michigan Adrian, Battle Creek, 
Grand Rapids, Jackson 

Ohio: Columbus, Hamilton-Middle- 
town, Lima Lorain-Elyria, Marion, 
Toledo, Youngstown-Sharon 

Illinois: Chicago, Springfield, Ster- 
ling. 


Indiana: Bloomington, Connersville, 


| South Bend, Terre Haute. 


Wisconsin: Milwaukee, Racine. 
Florida: Tampa 

Iowa: Des Moines 

Missouri: Kansas City (Mo.-Kan- | 
sas), St. Louis. 


| writer, 


The veteran Canadian developed 
his first interest in advertising when 
he took over management of his 
father’s grocery store at Brampton, 
Ont., and started writing the adver- 
tisements for the local weeklies. 

He went to Philadelphia as rep- 
resentative of the Booklovers’ Li- 
brary, joining MacLean Publishing 
Company, Toronto, in 1903, on 
Canadian Grocer and Hardware and 
Metal. In 1906 he became associated 
with the London Daily Mail as copy- 
returning to Toronto five 
years later to manage the new 
Canadian office of J. Walter Thomp- 
son Company. Later rejoining Mac- 
Lean, Mr. Kirkwood became editor 
of the Canadian Printer and Pub- 
lisher. 

In 1919 he produced a directory 
of British manufacturers for world- 
wide distribution, and then joined 
the St. James Advertising and Pub- 
lishing Company, London. Returning 
to Toronto in 1930 as editor of Mar- 


| keting, he has continued that con- 


nection to the present. 

The committee in charge of the 
presentation here Oct. 16 was 
headed by James Fisher, president 


|of James Fisher Company, Ltd. 


Dallas-Fort Worth, Houston, J. H. Lodwick, lst 


City Publicity 
Director, Dies 


St. Petersburg, Fla., Oct. 20.— 
John Harris Lodwick, America’s 
first municipal publicity director, 


who dedicated the last 25 years of 
his life work to spreading the fame 
of this city to the four corners of 
the earth, died suddenly from a 
heart attack Oct. 16 when on the 
way to his office. He was 52. 

A native of Cleveland, Mr. Lod- 
wick came to St. Petersburg just 
after the end of the first World War 
and almost immediately took over 
the task of popularizing this com- 
munity as a mecca for the millions 
who travel southward each winter 
to escape the chill northern blasts. 

After serving Cleveland papers in 


|a variety of posts, Mr. Lodwick be- 


Green- | 


came assistant director of sports and 


entertainment for the city of Cleve- | 


land and subsequently sports editor 
of the Akron Times. 

He became one of the most widely 
known men in his field in the 


Middle West and he dreamed of the | 


results of a long-range planned 
advertising and publicity campaign. 
This brought him to Florida and he 
chose St. Petersburg as the city of- 
fering the best possibilities. 

It took him only a few minutes 
to convince L. A. Whitney, then sec- 


retary of the Chamber of Com- 
merce, and he went to work 
immediately, becoming the first 


municipal publicity director in the 
country. 


GEORGE B. LONGAN 
Kansas City, Mo., Oct. 
George B. Longan, 63, president of 


9° 
“on. 


| the Kansas City Star Company and 
| general manager of the newspaper 


since 1928, died here Oct. 16 at 
Menorah Hospital following a heart 
attack. 


Mr. Longan came up through the | 


|ranks of the Star, beginning as a 


| $4 per week reporter. 


He was one | 


|of the group of key executives on 


the Star who in 1926 pooled their 
resources and purchased the news- 
paper from the estate of William 
Rockhill Nelson. He was a director 
of the Associated Press. 


OMER N. CUSTER 

Galesburg, Ill., Oct. 22.—Omer N. 
Custer, 68, publisher of the Gales- 
burg Register-Mail, died Oct. 17 in 


a hospital here. He had suffered 
with a heart ailment for several 
months. Mr. Custer got a job with 


the Galesburg Republican-Register 
when he was 20, became success- 
ively solicitor, circulation manager 
and business manager. In _ 1927, 
already a principal stockholder in 
the Republican-Register, he pur- 
chased the Evening Mail and merged 
the papers in the Galesburg Regis- 
ter-Mail. He was elected state 
treasurer in 1924. 


MARY R. LA SENE 

Columbus, O., Oct. 20.—Funeral 
services were held here for Miss 
Mary R. La Sene, who was stricken 
with a heart attack while at work 
in the office of the John F. Murray 
Advertising Agency, New York. She 
was secretary, space buyer and per- 
sonnel director for the agency. Miss 
La Sene was connected with the ad- 
| vertising department of the Peruna 
Drug Company, Columbus, before 
going to New York 25 years ago. 


oo 
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MARIA KRAMER 
HOTEL 
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| 
HOMIE interes, contort 


'and not a care... 


vom LINCOLN 


44th to 45th Street at 8th Ave. 


Spacious Rooms with §$ 
| 1400 Private Bath & Radio a 


| John L. Horgan, Gen. Mgr. Cl 6-4500 
Special Rates to Men in the Armed Forces 


HESE are but a 
at random from recent issues of The Rotarian. 


Timely articles by 


few of the big name writers picked 


such international authorities pro- 


vide a mighty good reason for the exceptionally high 
reader interest of this publication. 


No Wonder Rotarians 
READ THE ROTARIAN 


The facts to prove 
thousands of letters 


it— personal interview surveys, plus 
on file, show that Rotarians do read 


The Rotarian — regularly. 


Remember — these readers are leading business executives 
and professional men — 168,000 of them.* 26,000 are manu- 
facturers. They buy and influence buying not only for per- 
sonal use but also for their businesses. They have what it 


takes to buy what you sell 


now and after the war. And 


there’s no better way to reach them than through the pages 
of their own magazine. 


Let us give you further facts 
about this important audience. 


*ABC net paid 
for June 1942 
issue, 175,537 


tHe Rotarian 


35 East Wacker Drive, Chicago 
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Pabst Brewing | 
Account Shifts to 
Warwick & Legler 


(Continued from Page 1) 
Innovations included its successful 
attempt to crash Woman’s Home 
Companion—it was the first beer to 
do so—and its conversion copy, 
which showed a heer can marching 
to war, leaving the market to a 
bottled civilian. Through Septem- 
ber of this year, the company had 
spent $294,000 in magazines, and 
was using newspapers in more than 
100 markets. 

In discussing the change in agen- 
cies with ApverTIsinc AcE, C. H. 
Wolfe, Pabst’s advertising manager, 
asserted that while no advertising 
plans have been established, Pabst 
“will continue to be aggressive and 


ADVERTISING AGE 


will maintain its promotional level.” 

Warwick & Legler, incidentally, 
will not open a Chicago office to| 
service the account. 

In moving away from one of the 
titans in the agency field, Pabst 
comes to an agency which has had | 
a prominent place in liquor adver- 
tising, serving such clients as Sea-| 
gram Distillers Corporation’s Five 
Crown and Seven Crown whiskies, | 
and Julius Kessler Distilling Com- 
pany’s (a Seagram subsidiary) Kes- | 
sler’s Preferred and Private Brand 
whiskies. 

So far, no account executive has 
been named to direct the account 
by Warwick & Legler, although it is 
understood that the man in charge 
will probably be Henry Legler, vice- 
president of the agency. 

It is also understood that Pabst 
is still interested in a network radio 
program. No show has been signed 


to date, despite published rumors | 


to the contrary. The hitch to Pabst’s 
sponsorship, it is said, is simply 


| lishers’ representative, told the Na- 


this: the company doesn’t want to 


sign a radio show, then find that | 


new transportation regulations pre- 
vent it from serving some markets. 
LORENZEN WARNS 
AGAINST PROHIBITION 
Chicago, Oct. 20.—Declaring that 
the brewing industry can save itself 
only from within, Gen. A. F. Loren- 
zen, of Lorenzen & Thompson, pub- 


“makes a perfect picture of chaos 
and an ideal condition to bring back 
prohibition through growing local 
option and that may mean a return 
to bootlegging and gangsterism.” 


Toronto Admen Elect 

The Toronto Advertisers Guild 
has reelected the following officers 
for the 1942-43 season; honorary 
tional Beer Wholesaters Association! president, John C. Kirkwood, and 
here last week that lack of leader-| President, Jack P. Heffernan, ad- 
ship alone is to blame for “the| Vertising manager, Canadian De- 
industry’s present state of turmoil | partment Stores. Newly-elected sec 
and inadequate public relations | retary-treasurer is Claude May, 
policies.” | Litho-Print, Ltd. 


Setting small brewers against big | 


ones, brewers against wholesalers | 


and everyone against the retailers, | 


Promotes C. D. Young 
Charles D. Young, formerly dis- 
will only aggravate matters and is| trict manager of Metal & Thermit 
a “Hitler tactic,” he said. He told | Corporation's Chicago office, has 
the NBWA session that a show-| been appointed sales manager of the 
down within the industry is man- welding division of the corporation. 


datory if unity is to be secured, and His headquarters will be at 120 


Sepa B ray, N York. Mr. You 
brewers and distributors must fight ——— Poor ine 4 with he 
their common enemy—the prohibi- 


neu ! Thermit’s Chicago branch since its 
tionists—instead of each other. 


inception in 1912, being made dis- 
This buck-passing habit, he said,! trict sales manager in 1926. 


New Y ork 
Chicos? 


gt. Lovis 


pur! san Francisco 
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Local Tie-up Puts 
Punch in Plough’s 
War Savings Copy 


(Picture on Page 47) 


Memphis, Tenn., Oct. 21. — A 
localized appeal calculated to drj 
home the necessity for buying \ 
bonds and stamps is currently be 
conducted in this city and She! 
County by Plough, Inc., maker >; 
St. Joseph aspirin and Pene' 
products. 

By means of weekly full pages 
Memphis newspapers, the compa 
recalls local scenes and local fa 
“Don’t ‘Let George Do It’... A 
one headline admonishes, and be! \y 
photos of two Memphis boys—the 
“Georges” referred to in the head- 
line—are reproduced, wearing ‘he 
uniforms of the armed services they 
represent. ; 

A similar advertisement shows 
the National Cemetery on Rale eh 
road in Memphis, where lie ‘he 
Civil War dead. The sign and verse 
which identify the cemetery e 
reproduced: 

“The muffled drum’s sad roll 
beat 

The soldier’s last tattoo. 

No more on life’s parade shall mee 

That brave and fallen few.” 


Copy Hits Hard 


From this point, reenforced by a 
scene and slogan familiar to al! of 
the citizens of the Memphis area, 
the text goes on: “And many of our 
own fine young American sons, 
brothers, sweethearts and husbands 
will be missing from life’s parade 
before this bitter struggle ends. 
‘How many’ is a question that all 
of us can help to answer, because 
the answer to that depends to a 
great extent upon how much we 
ourselves do to give our boys the 
weapons they need.” 

The campaign has received the 
acclaim of the local war savings 
staff and the associate field director 
of the war savings staff in Wash- 


publication in the Treasury’s press 
book. The series has been adapted 
for use in other cities. 

The advertisements make almost 
no mention of the sponsor, beyond 
a signature line which reads: “This 
message is contributed by Plough, 
Inc., and subsidiaries in behalf of 
Shelby County sale of war bonds 
and stamps.” 

“There is only one idea back of 
this campaign, and that is to sell 
war bonds and stamps,” declared 
Abe Plough, company president. 
“Our organization is happy at the 
opportunity of being of help in this 
most worthy cause. Naturally, we 
are pleased at the way the cam- 
paign has been received by local 
war bond officials. We sincerely 
hope it will inspire other businesses 
and manufacturers to efforts along 
similar lines.” 

The campaign is being handled 
by Lake-Spiro-Shurman, Memphis 
agency. 


Osborn Takes Over 


| Effective Nov. 


‘Globe-Democrat’ Office 


1, national repre- 

| sentation of the St. Louis Globe 
Democrat in New York, where ™* 
newspaper has maintained its oW® 

| office for many years, will be take? 

|over by Osborn, Scolaro, Meeker * 
|Co., which represents the St. Low's 

| paper in other markets. 

| Arthur Cornell, of the 

| Democrat’s New York offic 
| join the Osborn staff. 


Globe- 
will 


dl 


THE 5000 WAT 
Voice of the Tri-Cities 
ROCK ISLAND - DAVENPORT - MOLINE 

Hoping for sales with “Out 


side Voices”? GET sales with 
WHBF! 


WHBF 


Affiliate: Rock Island ARGUS 
Basic Mutual Network 
1270 KC FULL TI 


ington, and has been selected for | 


The 
cit 
new 


7 
> a 
Bic 
A —— 
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| ‘ e ! i A : Jae pa Oe Ap gee ee 
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= ey Now the most ;mportant oe 
_ | market in the whole south! | < 
a” ( IT’S @ Bustling Texas including the a | 
_ . | . rich Rio Grande Valley: the wealthy Guif are? and pros” 
oe hi perous Galvesto™ peaumont and Port Arthur: : : 
. oe 2 NOW TESTING ~o* | 
Sy . KTR AND ON THE AIR SOON 
eS mi | 1 
ae a —— 
€ ‘| aNd IT'S 50,000 Watts 740 KC. \_ | 
o , , | ; 
7 TRH HOUSTON now starts pouring 50,000 WATTS ©” | 
. = 740 KC into the South's Number One mMarket- with this greatly sncreased | : 
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PHOTOGRAPHIC REVIEW 
OF THE 
WEEK 


TEA PACKAGES 


ANOTHER 'FIRST' IN ADVERTISING 


For the first time opening its gatefold pages to other than editorial matter, 

Esquire Magazine will carry this red, white and blue advertisement for Electric 

Auto-Lite Co., further promoting the Paul Webb ‘Mountain Boys.’ Cartoon 

books will be mailed to the boys in service, with the senders’ dimes or 10-cent 
war stamps going entirely to the USO. Ruthrauff & Ryan is the agency. 


LIBBY TAKES TO THE AIR 


Compared with the old designs, here are 
the new red and yellow packages 
adopted by Thomas J. Lipton, Inc., for 
its tea. They're manufactured entirely of 
non-priority materials. A new, enlarged 
portrait of the founder is featured. 


NEW PLASTIC TUBE 


Discussing the unusual half-hour program over the Blue Network Oct. 19 which 
dramatized to consumers the advertising campaign of Libby, McNeill & Libby 
ere E. R. Borroff, vice-president and general manager of the network's Central 
division; D. W. Green, Libby's president; H. T. Stanton, vice-president and 
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ted Western manager of J. Walter Thompson Co., the agency; and John Battle, 
producer of the broadcast. (Story on Page 44). 
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x. Dont Let George Dot: M/ Lest We Forget 
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Look closely and you'll see the new 
toothpaste tube of Lumarith, a Celanese 
Corp. of America plastic now being 
used to replace vitally-needed tin. The 
ce These types of war bond and stamp copy, which tie in men and places familiar to tube's tougher and more resilient, the 
repre- citizens of Memphis and the surrounding county, appears weekly in Memphis company says, and because the sides 
Globe newspapers. It is sponsored by Plough, Inc., maker of proprietaries, which is don't cling together when rolled, its 
7 credited only by a type line at the base of the copy. (Story on Page 46). contents are good to the last drop. 
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SHARE YOUR CAR 
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New painted bulletins have been placed for Tide Water Associated Oil Co. on the Pacific Coast, limited to areas near 
military establishments, as one means of doing the boys in service a favor. Lord & Thomas handles the account. 
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Neat trick in poster continuity is the three 24-sheet display posted by Minne- 
apolis Brewing Co. The posters originally were reproduced in reverse order from 
the way they appear here, but were re-grouped after their initial postings. 


DRAW IT—SERVE IT—HERE'S HOW! 


BBDO handles the account. 


WBBM BOND DRIVE NEARS GOAL 


Signalling the two-thirds mark in WBBM's drive for $100,000 to purchase an Army 
bomber, J. L. Van Volkenburg, assistant manager, CBS Western office, buys a war 
bond from Fran Allison, the Chicago station's star bond saleswoman, as Mary 
Ann Mercer, Columbia vocalist, gets ready to strike the Victory Bell marking the 
sale. Squares on the photo represent war bond purchases, and the reproduction 
is to be mailed to President Roosevelt. WBBM's "Victory Matinee’ is pushing the 

campaign. 


POSTERS PLUG SALVAGE DRIVE 


He needs more 
than guts / 


He needs fighting 
weapons made from 


“SUNK 


Get it in TODAY! 
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This dramatic poster design is expected to play an important role in putting 
across the great scrap campaign now in progress throughout the country. More 
than 6,000 24-sheet posters, made by U. S. Printing & Lithographing Co., will 
carry the story, along with 37,000 car cards. The design is also available as a 

window poster. 


QUARTERMASTER LIKES JENKINS COPY 
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Jeffersonville Quartermaster Depot, Jeffersonville, Ind., has ordered 3,500 reprints 
of this dramatic appeal for production to back the fighting forces, for use as 
morale posters on the depot and for distribution to surrounding defense in- 
dustries. Douglas Aircraft Co., Santa Monica, Cal., has also requested 
permission from Jenkins Bros., New York, to reproduce the copy for mailing to 
“those employes . . . consistently absent from their work.'' The copy originally 
appeared in Mill & Factory, Fortune, Heating, Piping & Air Cenditioning, Chem- 
ical & Metallurgical Engineering, Mechanical Engineering, Engineering News- 
Record, Business Week and Time. Horton Noyes Co., Providence, is the agency. 
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Remember the pictures and the newsreel 
of those bold American Rangers with their 
blackened faces—returning from that 
**hurricane of hell’’ at Dieppe—laughing 
(grimly, perhaps) and “‘wise-cracking” 
as they jumped from their barges? 


That is America’s “secret weapon”—our national sense 
of humor. And no heel-clicking Nazi—or slinking Jap 
can ever steal it. 


From early childhood Americans have learned to 
laugh—the laugh of a free people—hearty, wholesome, 
unrestrained. And now, with the country at war, we 
are taking it in our stride—the sacrifice, the suffering, 
the grueling work—with chins up and a smile. 


For more than 40 years, America’s millions—men, 
women and children—have turned to Puck -The Comic 


AMERICA’S 
SECRET WEAPON 


S ...ourNational 
Sense of Humor 


Weekly for their steady diet of humor. Distributed 
through 15 great Sunday newspapers from coast to 
coast, Puck today is one of the mainstays of national 
morale. Once a week, more than six million families 
find a momentary escape in its favorite color pages—a 
“rest-cure” from the nerve strain of war. 


Favorite with the Soldiers 


Puck not only entertains millions on the home front 
—but also brings relaxation to our boys in the service. 
A recent survey, made under the direction of a Columbia 
University professor, revealed “the comics” as the most 
popular form of reading among the nation’s soldiers. 


The strong attachment of grown-ups to Puck's beloved 
characters is a habit that goes back to childhood. Often, 
we hear people say affectionately: “I can’t get along 
without my Jiggs and Maggie”—or “my Popeye”—or 
“my Blondie’”—or Barney Google, or Tillie the Toiler, 
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FOUNDED 1876 


OMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York ¢ Hearst Building, Chicago 


JIGGS AND MAGGIE ON THE JOB! 


Flash Gordon, Skippy, the Katzenjammers, Aladdin Jr., 
Tippie—or one of the other favorite characters that 
make up Puck's All Star Cast. 


And just as loyal to Puck, but in a different way, are 
many of the nation’s leading advertisers. Guided by more 
than ten years of experience with Puck as an advertising 
medium —these shrewd, dollar-cautious firms have been 
quick to sense the increasing value of Puck in wartime. 
In the ten months since Pearl Harbor, Puck's linage has 
registered a gain of 11.5% over the same period of 1941. 


Because Puck is the only national comic weekly —i is 
the only medium of its kind that blankets the great 
industrial areas where wartime manufacturing is at its 
peak —the most prosperous markets in the U.S. 


Read more thoroughly—by more people than any 
other publication of its kind in the world—Puck is 
America’s most vital advertising medium. 
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